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Page 100 


premio 


now 
ojants 


Sweat 

out 

buyers’ 
CHOICES pace 33 | 


A BILL BROTHERS PUBLICATION NOVEMBER 15/7 1957 FIFTY CENTS 


CONCRETE FACTS 


from Master Builders 


For any job, there’s real know-how 
behind getting good concrete of the 
exact properties required. 


The Master Builders Company shows 
this in “The Man With The Trowel.” 


Dramatic photography shows engineers, 
architects, contractors and ready-mix 
concrete producers how to control 

the variables that influence quality. 


For motion pictures, in sound and color, 
which condense volumes of information 
into action that holds the eye 

call... 


Je JAM HANDY Oyengaton 


Dramatizations NEW YORK, 19 DETROIT, 11 
Visualizations JUdson 2-4060 TRinity 5-2450 
Presentations HOLLYWOOD, 28 CHICAGO, 1 

Motion Pictures HOllywood 3-2321 STate 2-6757 

Slide Films DAYTON PITTSBURGH 
Training Assistance ENterprise 6289 ZEnith 0143 


, ‘aca atl Ae 


ria ae 


WHY BUY THE WHOLE STEER 
TO GET A T-BONE STEAK? 


Take a tip from the latest brand research. Don't 
buy waste circulation in the mixed mass weeklies 
... when TRUE goes straight to your best brand 
prospects: men. 

She may buy his shirts, but he picks out the 
brand. 

She may serve the beer, but he decides the brand 

She may urge him to buy life insurance... but 
he chooses the company 

Product after product, men make the big brand 
decisions...as reported by Daniel Starch and 
Staff in consultation with the Advertising Research 
Foundation. In this study for TRUE magazine, 
men and women depth-interviewed separately 
both admitted: brand selection is the man’s job 

TRUE is the largest (over 2'4 million circu- 
lation) and fastest-growing man’s magazine. A 
giant market largely unduplicated ...over two 
million TRUE readers never read LOOK, LIFE 
or THE SATURDAY EVENING POST. 
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Take advantage of TRUE's 
Don't pay the big weekly prices when you want 


solid male audience 


to reach men. Spend fewer dollars and reach your 
best customers through their favorite magazine 
TRUE, right at the head of your list 


Ask for the Starch report on your category 


NOW READY: 


Business Shirts 


SOON READY: 
Life Insurances 
Beer Liquor 

Shaving Cream Automobile 
Tires 

Outboard Motor 
Air Conditioner 
Air Travel 
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A FAWCETT PUBLICATION 
AMERICA'S LARGEST SELLING MAN'S MAGAZINE 
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flavour 


-.. always HIGHLIGHTS 


right 


HIGHLAND CREAM 


NOW GIANTS SWEAT OUT BUYERS’ CHOICES 


A lot of reputations and money are riding on opposing liquor 
industry packaging programs. Schenley’s: multiple lines of de 
canters in gift cartons. National’s: neither decanters nor cartons 
but foil gift wraps. Between the two, the bulk of the industry 
has swung toward wraps ‘with a decanter or two thrown in 
to keep everybody happy.” An important new factor: Seagram's 


ma satin bags. 33 
clas 
” FALL MADNESS AND GOVERNMENT INVESTIGATIONS 
b its Football is a big little business. The majority of the business 
y itself is split between four sports equipment manufacturers. But the 


(jovernment may blow the whistle and call the entire sports 


>. ” 
ONCE industry offside. Here’s what happens both off and on the 


gridiron in this sales game. 38 
1830 
MAKING CHAMPAGNE SALES BUBBLE 
According to the movies, ‘““The French Are a Funny Race.” 
But when it comes to promoting champagne sales, they're down- 
right serious. In pursuing the c/ass sales, the French say, “anyone 
who doesn’t serve imported French champagne . . . is simply 


not in the social know.” 94 


TEACHER’S 


ARE YOU REACHING YOUR MARKETS’ NEW FACES? 
ilow many new people have entered vour marketing areas in 
the past year? Do you know? You should, because our ever 
shifting population is making the ‘‘new faces’ concept of markets 
a vital factor in effective advertising and selling. 62 


HOW TO GET CUSTOMERS INTO THE ACT 
Permacel tape did it in a brochure produced for its salesmen. 
The company sent its ad account executive and a photographer 
out to get in-use reports to include in the brochure. After they 
covered 106 plants in 33 days, the customer was in the sales act. 50 


FARMERS’ MARKETS: BIG 
‘The popular name is a misnomer. Some of these roadside outlets 
are now in the “super” class, vending everything from shoes and 
shingles to shares of stock and silverware. And they're demon 


strating they can cut the cost of distribution at the retail level. 76 
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TODAY'S ADVERTISING 


In this issue, SALES MANAGEMENT introduces a new column: 
“Today's Advertising.”” Written by Lawrence M. Hughes, one 
of the most knowledgeable reporters on the business front, this 
feature portrays the underlying advertising philosophies which 
shape sales. Serious or kidding, what Mike 
always exciting. 


Hughes says is 


THE BIG QUESTIONS ON QUOTAS 
Does it pay manufacturers who sell to industry to supply dis 
tributors with sales quotas? Do quotas help to increase sales ? 
Do distributors want quotas? How will they use your quotas? 
Arthur H. Dix, vice-president, Conover-Mast Publications, 
answers these and other questions on page... 


ON SWEETENING THE SALT MERGER 
This is the step by step account of how sales force integration 
was handled after the merger of two leading salt companies: 
Diamond Crystal and Jefferson Island. ‘he sales map was re 
drawn, sales call routines reworked, and necessary changes were 
personally discussed with 175 men involved. 


DIVIDENDS VS. DEVELOPMENT 
Philip Salisbury,.editor and publisher of SALEs MANAGEMENT, 
talks frankly here about business's imaginary ills. ‘To keep divi 
dends up and stockholders confident, some companies halt de 
velopment. Not the best policy with prospects so strong for a 
new boom in the 1960's. 


CONTENTS 
Customer Relations 
A Bang-up Party for the Customers 
Distribution Channels 
Keep an Eye on "Farmers' Markets,’ Big and Getting Bigger 
Human Relations 
Human Values Come First in Liberty's Rehabilitation 
Markets 
The "Feds" Are Keeping an Eye on Football Equipment Makers 
Are You Reaching The "New Faces” in Your Markets? 
Merger Problems 
Planning Sweetens Salt Merger For Diamond Crystal Salesmen 
Packaging 
Now Giants Sweat Out Buyers’ Choices 
Sales Aid 
How to Get Customers into the Act 


Sales Promotion 


It All Sounds Like Rank Snobbery 


Quotas 
Where to Obtain Data, Figure Quotas For Your Industrial Distributors 
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3 Big Reasons 
make HOSPITALS 

1st Choice in the 
$5 Million-a-Day 
Hospital Market 


HOSPITALS | 


a During the same period in 1956, 
HOSPITALS gain in average paid cir- 
culation was 3 times that of the No. 2 
hospital field publication. 


Pa Your advertisement in HOSPI- 
TALS reaches 25°/, more subscribers 
in the United States, your primary 
market. 


| 3. Since becoming the only twice- 


a-month publication serving the hospi- 
tal field, 92 new advertisers have 
selected HOSPITALS to carry their 
sales message. 


SEND FOR COMPARATIVE 
CIRCULATION REPORT 


HOSPITALS 


Journal of the American Hospital Association 
Advertising Service Department 

18 East Division Street 

Chicago 10, Iilinols 


Please send Comparative Report 
on Hospital Publicetions 


Name Title 
Company 

Principal Product 

Street 


City State 


® HOSPITALS 


Journal of the American Hospital Association 
18 East Division Street, Chicage 10, Illinois 


“METROPOLITANITIS”? 


...0r “the other 50%” 


50.5% of all U.S. households or over 82,500,000 consumers 
live in Hometown U.S.A. Over 19,296,322 weekly newspapers 
are “demand reading” every week. Only weeklies carry to these 
people the vital community local news such as legal, political, society, 
chool, taxes and most important to you, “what’s on sale at the 
local stores” each week 


Over 755,681 retail establishments and more than 500 national 
advertisers make profits from weeklies at the so called “highest 
milline rates.” And...92% of all farmers with over 34 billion 
dollar income read weeklies. No other medium, is so exclusively 
a part of its reader's living problems or sells more effectively where 
these people live. And their spendable income is conservatively 
Ya of all spendable income. Learn how a tailor made list of 
weeklies can produce greater sales 


Call a W.N.R. representative for a detailed plan to fit your 
sales territory needs plus information on 1 order, 1 bill, 1 check 
service plan 


404 Fifth Avenue, New York 18, N. Y. Phone: Bryant 9-7300 


Serving the Advertisers and agencies in behalf of America’s Weekly Newspapers 


Branch Offices: Atlanta * Chicago * Detroit * Los Angeles 


Motivation — no research required! 


Self interest...is Successful Farming's 


simple, Very successful, editorial formula. 
ideas, information, instruction, 

usually presented in actual case histories, 
that save work and make money 

for the farmer, help his wife and 

family get more out of home and living. 
Fifty years of such a formula 

gives SF motivating influence 

with 1,300,000 of the best US families — average 
cash income from farming $10,000 plus! 
SF also balances national schedules 
where general media lack weight. 
Looking for quality customers? 


Call any SF office now! 


Successful Farming 
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HOW MANY SALES CALLS ON 
AVIATION’S ENGINEERING- MANAGEMENT 
MEN ARE YOU MAKING ? 


Aviation Industry Will Gross $11 Billion in 
1957* 
$6.7 billion for military aircraft, engines and re- 
lated equipment 
$2 billion for guided missiles and related equip- 
ment 
$1 billion for military and civil ground based avi- 
onic equipment 
$1.8 billion in airline revenues 


In addition, the industry will get about a 
half billion in military research and develop- 
ment work and about $400 million for new 


NEW “AVIATION WEEK REPORTS ON 
~ THE MARKET IT SERVES” 


original market research on the various 


plant facilities. 


Gain additional sales effort in your Aviation 
0 —— segments of the total market and a pane 


market with printed sales calls in Aviation’s trating analysis of multiple buying influences 
N 1 te +h Fes | ° oo A ; ; 4 W — Write: AVIATION WEEK 
4 0. ec nic a jour na . "a \ IA TION EEK 330 W. 42nd Street, New York 36, N_Y 


carries your sales message to Aviation’s 
largest and most influential engineering- Contact your district AVIATION WEEK 
management-military audience. ..over 66,- sales representative who is ready 
186** $6.00 paid subscribers. to aid you with additional Aviation 

marketing and media information. 


* Source: AVIATION WEEK 24th Annual 
ven of Airpower Edition 


WHATS UP 
IN MIAMI ? 


@ The Herald's impressive 12-month circulation gains 
shoved the daily total to 265,340, virtually 
twice that of the 2nd newspaper, and the Sunday 
total to a whopping 318,903, a lead of 204,052 


over the 2nd newspaper 


® On basis of per-family penetration in Miami City 
Retail Trading Zone, The Herald costs 20% less 
daily, 30% less Sunday than the 2nd paper 

® You can sell Florida's Gold Coast $2-billion market 
with ONE-PAPER LOW-COST concentrated cov- 


erage! 


what's up in miami? EVERYTHING! 


NOTHING | 
SUN 


and the 


NDER 
Csreater 


Florida Gold 


PHI 
Miami 


Coast 


COVCTS 


like 


Che Mliami Herald , 


Reaches 91% of 
Miami's newspaper homes, Ex 


clusive home penetration 7 to 1. 


Greater 


NEW! 1967 STUDY “TOP TEN BRANDS 


Fer your free copy write The Miem 


Herald 


STORY BROOKS 


or atk the man from 


& FINLEY 
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EDITORIALS 


You can reach 
"Life''-Size Job of Market Research UJ. S. Industry 


“Production is the American economic achievement. Marketing 
is the American economic challenge.”’ 


With these incisive words, Life magazine announced the com most 


pletion of one of the most massive, one of the most comprehensive, 

one of the most significant market studies ever undertaken. ‘Vhe “Life e 

Study of Consumer Expenditures,’ a compilation and projection of economica y 
110,314 interviews conducted by Alfred Politz Research, Inc., throws 

light into many previously shadowed areas of consumer buying habits. 

The material will be issued in a series of reports, the first of which thr 

deals with ‘who spent how much for what in 1956.” Subsequent ul 

reports will go into greater detail on the time and place of such 

spending, plus adding media information to the expenditure data. 


Report No. 1, which sells for $10, contains 15,000-o0dd figures on 
eight major product classifications. 


To illustrate the contents of this first report, let us assume you 
are a marketer of small appliances. Here’s what you could learn: 


‘The amount spent for small appliances last year by households 
in each of seven income classifications . . . each of five educa 
tional levels . . . each of eight occupational groups . . . each of 
five age groups... each of five “life cycle” groups . . . each 


. ; e encyclope , . 
of eight market locations . .. each of four geographic areas. th neyclopedic guide to 


supply sources that has furnished 


The percent that small appliance purchases are of total expendi all industry with accurate where- 
tures for home furnishings and equipment. Percentages of home to-buy information for over 50 
furnishings expenditures (for small appliances) are also given for years. 
each of the various groups and classifications noted above. pane 

Phe 100% Buyership charac- 

In other words, you, as a small appliance marketer, could quickly teristic and the continuous flow 
find that the 2,330,000 households with incomes of $10,000 or more to advertisers of top quality ‘‘In- 
spend an average of $809 a year for home furnishings and equipment. quiries that Result in Sales’ is 
Roughly $23 of this amount is spent for small appliances. ‘The income not remotely approached by any 
group, as a whole, accounts for 9% of all such purchases, even though other publication—1 1,859 Adver- 


it represents just 5% of total households. . 
I J Ss , tisers in 1957 Annual edition 


You would also find that the household head with some college stand as proof of this statement. 


spends less for small appliances than the man who did not finish high In planning your appropria- 
school. You would note that craftsmen and foremen spend nearly 
twice as much for small appliances as the farmer. Also, householders 
under 30 years of age and those between 40 and 49 buy more small 
appliances on the average. And households with young children a 
count for 51% of all such purchases. Further, 2907 of your sales 


\1 to 
. ’ ‘ ° c ; 
are made in the Northeast; only 1407 in the West. 2 - <A Thomas 
« ° Register 
‘Through cross-indexing you could come up with tens of thousands e x lo hha sea 
° 
4” J 


tions, include low-cost product 
descriptive advertising in 
Thomas Register. 


ou will give 
of additional facts about the small appliance market. Used properl; Corcat’ you all the facts. 


and within its broad, national limitations, the Life study can be an 

extremely valuable sales planning tool. Life and Politz are to be Thomas Publishing Co. 

congratulated | 461 Eighth Avenue * New York | 
Telephone: OXford 5-0500 
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Create Your Own ''New Economy!" 


‘The five fast growing mManutacturing companies whose organizing 
for-tomorrow is told in SALES NIANAGEMENT'S November 10 tic 
operate ina lot of industries, sell to widely varied markets and range 


in age trom 50 to 108 years 


4 


But they have a lot of things in ommor 


One is the determin: lant and hars 


new economy. 
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Sales Go UP with a BANG’ 


groreg, 


. 


In order for sales to BOOM toward new records 62%, COVERAGE of ali families in tiese 3 far-above- 


heavier advertising effort should be concentrated average markets. 


f 


* 
wf in the 3 outstanding City and Suburban markets 


In addition, the finest Rotogravure and Colorgravure 


of New York, Chicago and Philadelphia—areas reproduc tion in the FIRST Sections of the FIRST News- 


( J . *< - . . » . —— 
which account for 18° of all U.S. Retail Sales. Compe- papers of the FIRST 3 Cities of the United States assures 


10 or consumers’ attention and share of spendable 7 
tition for ree ne oe ae | you maximum package and product Eyedentification 


income is an important factor in causing family coverage 
lo make your advertising sell more where more is sold 


of General Magazines, Syndicated Sunday Supplements, 
. it’s FIRST 3 FIRST! 


Radio and TV to thin out in these huge metropolitan 
areas. J here is no substitute for FIRST 3 MARKETS’ solid Circulation in excess of 6,000,000 


The group with the Sunday Punch 


New York Sunday News Coloroto Magazine 


\ 


/ 


2. 7 Philadelphia Sunday Inquirer ‘Today’? Magazine 


Rotogravure + Colorgravure 


New York 17, N.Y., News Building, 226 E. 42nd St., MUrray Hill 7-4894¢ Chicago 11, Ill, Tribune Tower, SU perior 7-0043 
San Francisco 4, Calif., 155 Montgomery St., GArfield 1-7946* Los Angeles 5, Calif., 3460 Wilshire Blod.. DU nkirk 5-3557 
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Another is the strong belief that however rapid their recent 
growth — they are just getting started on a bigger, broader tomorrow. 


Take, for instance, Chas. Pfizer & Co., Brooklyn. 


In 1949, at the end of its first full century, Pfizer had two plants, 
both in the U.S., a total 1,200 employes, including 25 salesmen all 
working for just one “division,” and selling predominantly 200 cus 
tomers. 


‘Today, Pfizer has four U.S. and 14 foreign plants. Among its 
10,500 employes are 1,000 salesmen in four U.S. divisions and nearly 
1,000 more in Pfizer International selling and serving, all told 
75,000 customers. 


In working with these five companies SALES MANAGEMENT'S 
reporter heard few complaints about “tight credit,” cautious buying, 
current stock market decline, and no fears of a “leveled-off” general 
economy. 


Instead, he heard and saw a lot of plans for “break-through” into 
vastly larger markets in the next five and 25 years. 


Not content with expanding combined volume in the past 10 years 
from $710 million to $2.562 billion, these five companies Conti 
nental Can, Dow Chemical, Reynolds Metals, Minnesota Mining & 
Manufacturing, and Pfizer have set their sights 50° higher for 
1960 — at a total $3.765 billion. 


For new facilities alone this year the five will increase their in 
vestment by 18% to $407 million. In fact, two of them Dow and 
Reynolds — will invest in facilities this year three times their net 
profit of last year. Over the past decade these two and the other 
three consistently have ploughed back more than half of their net 
profit. 


All of them are strengthening management and sales forces. All 
are investing more money than ever a total $35 million this year 
in advertising to win today’s and tomorrow’s customers. And thei: key industrial market in the nation 
combined annual bill for research, now totaling $67 million, will Tulsa ranks 2nd in the nation in pet 
‘nsure them a steady flow of new products to fill the needs of what 
one of them calls “uninhabited markets.”’ [Turn to page 20 and read 
“Dividends vs. Development.” | 


. ‘iy,? -” NEW MARKET DATA 
As the Pfizer folks say: “It’s good to feel 108 years young! | NEW MARKET DATA | 


Tulsa's population is increas 


T ulsa 5 industrial expansion tops every 


capita ownership ot personal tomo 


biles 


rate of 4,000 families per yeas 


fastest growing city in America 


Rather Save Than Spend 


The one billion, two hundred and twenty five million dollars put 
aside in the 1957 Christmas Club will be disposed of, it is estimated 
by Edward F. Dorset, president, about as follows: 


The “Eyes of Oklahoma KVOO 
are focused on a billion de 

market. When you buy KVOO 

you see r sults. Buy now 

Christmas purchases ........ 303,800,000 profits 

Permanent savings .. ‘ 372.400.000 

Year end bills : ! 68.600.000 

Insurance PFEMIUMS «200.0 ‘ 126,175,000 o 

. i 116.375.0000 

Miscellaneous 42,875,000 channel 

Mortgage payments .. ae Fae 82,075,000 

Education ... ; 31.850.000 


Purchase of household furnishings . 80,850,000 
‘Total ack $1.275.000.000 
There’s the nest egg. The average Christmas Club check this year 
y BR: is 
is $93.73. Are you satisfied that people who save their money—espe 


cially now—are making a wiser choice than spending it? 
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Interior from one of House Beautiful’s series of Pace-Setter Homes 


House Beautiful readers—and they are numbered in the 
millions—are in love with their homes. Not just “house 
proud”. But truly, deeply involved in the places where 
they live .. . and ready to invest considerable amounts 
of time, work, money and devotion there. 


Have you something to tell these people? Probably you 
have, because “home” takes in a lot of territory. You 
can go right home to them in the magazine that Hearst 
editorial insight has made uniquely their own. 


Key to horizons 


For a magazine to become a national synonym for good 
taste and practical guidance, certain traits are necessary 
It must be able to open horizons and anticipate new 
trends. It must be able to advise on furnishing a one-and- 
a-half room apartment as well as a spacious suburban 
home. Its editors must be as authoritative about mulches, 
heating systems and kitchen cabinets as they are about 
Chippendale and Robsjohn-Gibbings 


All this House Beautiful's editors achieve to the benefit 
of the magazine, the readers and the advertisers. 


But House Beautiful is only one of the ten Hearst Key 


Magazines — keys that fit exactly into the major interest 
areas of important groups of Americans. Keys you can 
learn more about from your Hearst representative. 


Key men — Key markets 


Hearst representatives are key men in the publication 
field—because each speaks for a magazine keyed to its 
readers. These key men talk specifics, not generalities. 
They discuss reader interest as the key to circulation. 


And Hearst markets are key markets—because they are 
based not on charts or circulation figures but on the per- 
sonal, intense enthusiasms of particular consumer groups. 


Whether you're visiting with the readers of House Beau- 
tiful—or talking to the man who favors foreign cars or 
fishing—let Hearst editorial insight be your key to their 
consuming interest 


DREAM IS A HEARST MAGAZINE 
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CORPORATE CLOSE-UP 


All Sales Come 
As G-D Waits 


One of Gardner-Denver Company’s 300 sales engineers is cut 
rently demonstrating heavy G-D gear to the board of directors of 
a Swedish mining company. Back in the firm’s Quincy, IIL, head 
quarters Gifford Vannin Leece, 59, president, anticipates at least a 
three months’ wait before hearing if there has been a sale. In Sweden, 
as in many other countries, a demonstration must sell the government 
as well as the prospect or the necessary purchase dollars will not be 
released, 


a 


Although G-D does not rely on political influence to close such 
LETTERHEAD deals, Leece sees to it that his representatives do not lack the poli- 


tician’s flair for the dramatic. “Suppose a miner can triple his output 

IMPRINTED ON FINE nes a G-D drill,” he says. “In many places our prospect can hire 
abor so cheaply that he would rather take on three men than a piece 
of our equipment, 5o (5-D’s demonstration must be set up to outshine 
10 men’s performance. It must dramatize in a month or so the 
benefits a buyer can expect over the years.” 


Vals, 


Leece’s patience with the slow process of marketing capital equip 
ment developed as he rose through the ranks from salesman in 1922 
through district managerships to vice-president and general sales man- 
ager. But there has been no waiting for over-all results since he 
assumed the presidency in 1954. Sales of $31 million then were more 
Use this quality pencil than doubled by 1956's $64 million volume. This year’s sales pro- 
imprinted with the new jection exceeds $72 million and Leece predicts a 5 to 10% rise in 
“Spectro-Print” process for 1958. 
distribution to customers, 
at conventions, etc. 
Leave a lasting impression 
after sales calls. When you 
repeat your letterhead 
on your advertising 
pencils you create a double 
impact. Send coupon for 
free sample and details 
of this amazing process. 


A contribution of $1.5 million to this year’s volume comes from 
South Africa where G-D will open its tenth—and third overseas 
factory next year. Some 19% of G-D’s sales originate abroad. The 
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98-year-old firm has competitors on most of its drills, air-powered 
equipment, pumps, compressors, hoist and wire and bolt tools. But 
Leece acknowledges no direct competitor on the whole line. He 


advertises regularly in 53 industrial and general business journals. 


Sometimes (G-D goes into a country years before any business 
develops in order to have a man on the scene when the time comes. 
“But we keep him sold 


on the future. ‘To us the expense is well justified. We have a man 


‘He gets impatient sometimes,” says Leece, 


in Argentina now on that basis. At one time there was no business 
in the Selgian Congo but we had a man there and now this poli \ 
paying off.” 


In industrial countries G-D does not attempt to compete with local 
manufacturers’ prices. ‘“Take Australia,” says Leece. “When we 
walked in we knew our equipment was going to be three times more 
expensive than its Australian counterparts. Now we keep five sales 


FALL a 4a A engineers busy there.” 


CINCINNATI PENCIL CO : ‘ 

Nitro, West Virginia Among G-D’s growth prospects, Leece cites the firm's relatively 
Details on letterhead pencil riskless position as a supplier to the uranium mining and explosives 
Details on premium pencils industries. “If we ever have atomic industrial explosives G-D will 
find a way to supply related equipment.” 
Name 
Company (;-D looks good to H. N. Mallon, chairman, Dresser Industries 
Address Inc., Dallas, who announced on October 24 plans to acquire Gardner 


ain es hs etiads- muah Mia he oa ae 
City a Denver, combine it with four Dresser subsidiaries, and form Gardner 


Ah he hh he he 


ESTABLISHED SPECIALTY SALESMEN: A few An earlier proposal from Mallon was turned down by hard bar 
choice U.S. Territories available. Write for in- gainer Leece as “not attractive the way it stands.” 
formation 


Dresser, with Leece as chief executive officer. 
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WISE MEN USE UNITED’S “PERFECT HOST” 
GROUP TOURS TO SPARK INCENTIVE PROGRAMS! 


You're the most talked-about fellow in the company when you 
choose United Air Lines Air Travel Prizes 


You'll take all the bows—but United and its selected travel 
experts will do all the work. Your group will get Red Carpet 
Service treatment all the way. Tips, meals, luggage, reserva 
tions, entertainment — everything — are all smoothly taken care 
of. Relax—enjoy yourself! United Air Vacations (individually 
planned) or “Perfect Host” group travel arrangements are 
all at your disposal 

How do you do all this? It’s easy. Here’s how: 

1 Call your nearest United office. Ask for the Incentive Plans 
Representative. (Or mail the coupon on this page now.) 
United’s long, successful experience as a leader in incentive 
program planning is at your disposal 


2 Whatever your business, whatever you want your incentive 
program to do, United will help choose the travel incentive 
to make your goal easy to reach. Want to boost sales? Or 
morale? Get new business? There's a right United Air Travel 
Prize for any incentive target. 


3 Who should take part? You can 


ing just the right group of participants to meet your goal 


4 When? Timing is important 


has a wide selection of year-round tours 


5 Where? Hawaii New York? 
That’s easy to answer, too—United will arrange your group 
tour to any vacation spot in the world, United Air 
Prizes are flexible, adaptable 


6 What else? You'll get color folders 
that vital kick-off meeting to fire up enthusiasm 


get United's he Ip in choo 


L rite d 


You choose the time 


Las Vegas California 


Travel 


he Ip on 
Carefully 
selected sightseeing side-trips to your specifications 
like. Details that mean so much—corsages 


sound movies 


if you 
special dinner 
night clubbing—all arranged through United's travel expert 


7 All this plus the excitement and fun of luxurious travel on 
United's de luxe, extra-comfortable Mainliners 


And you'll get all the credit! Don't wait—ecall United 

; 
or mail the coupon now! Can't you see yourself now — with 
your travel prize-winning group—at that popular resort you's 


always wanted to go back to? * 


Harry Horst, Manager of Incentive and Special Sales 
UNITED AIR LINES, 36 §. Wabash Avenue, Chicago 3, Illinois 


**Ves! 


Result-producing United Air Lines Air Travel Prize 


Costs and samples of 


AIR LINES Name 


Company 


City 


'NOVEMBER 15, !957 


I'm interested! Please send full details about 


for incentive program 


“Perfect Host” group travel arrangement 
Title 
Street 


Jone State 


Advertise -sponsored studies den 


THE STEADY PREFERENCE OF 
ARCHITECTS AND ENGINEERS 
FOR ARCHITECTURAL RECORD 


= 


T 

twenty years ago, in 1937, Batten, Barton, Durstine & Osborn, Inc. in Minneapolis decided 
to find out for itself how architects rated architectural magazines. Interviews among 76 active 
architects gave Architectural Record an 11% margin of preference over its nearest competitor. 

This BBD&O study was the first of 110 studies SponsoreD BY BurLpinc Propucr MANUFACTURERS 
AND ADVERTISING AGENCIES since 1937 to learn the reading preferences of architects and engineers 


by asking them. 


The most recent study for which results are available (the 110th) was sponsored by Kewaunee 
Manufacturing Company of Adrian, Michigan. A mail survey of 1,000 active architects in June 
1957 gave Architectural Record a 31% lead over the second magazine in the field. 

Architects and engineers have now voted Architectural Record “preferred” in 100 out of 110 
adi ertiser-sponsored studies, 

In the last two years alone Architectural Record has won 32 out of 35 studies!" 

This steady preference of architects and engineers for Architectural Record—as revealed by 120,000 


mail questionnaires and personal interviews over a period of more than two decades—surely de- 


serves the close attention of any building product advertiser seeking to rate architectural maga- 


zines on the basis of readership, 


*Ask us for a summary of these studies, 


Suggestion to SIX EXCLUSIVE ADVERTISING VALUES 
Building Product Advertisers... IN ARCHITECTURAL RECORD: 


Consider carefully the exclusive ad- Top architect circulation planned nonresidential build 
vertising values of Architectural 77 of all architect 


. ‘ . . ing, 77% 
Record summarized at the right. Top engineer circulation planned residential building.) 


Then, if there is any question in your Top architect and engineer Lowest cost coverage (Archi 
mind as to which is the leading archi- readership (demonstrated by tectural Record offers adver 

tectural magazine, ask architects and 100 out of 110 studies Spon- tisers the lowest cost per page 
engineers. Select a sample of 1,000 or soKED BY Buitpinc Propuct per 1,000 architect and engineer 
more active architects and engineers MANUFACTURERS AND ADVERTIS- subseribers.) 

and ask them to tell you which archi- ING ACENCIES.) Most active magazine market- 
tectural magazine they prefer, or read Top verifiable building market place (Year after year more 
most regularly, or find most useful, coverage (Dodge Reports doc- building product sellers and 
‘ ument Architectural Record’s specifiers get together in Archi 
coverage of 93% of the total tectural Record than in an 

dollar volume of all architect- other magazine.) 


Again in 1958 .. . advertising will , 
work harder for you in the “Workbook “ A ” C Hi | T F C T U Ke A [ 
’ Ff. W. DODGE 


of the Active Architect and Engineer”... 
= CORPORATION 


publication 119 West 40th Street 
New York 18, N.Y 


or refer to most. 


Be guided by what they say! 


Champion 


“Weight Lifters” 


Dr. Smiley Blanton: 
“LOVE OR PERISH” 


Dr. Norman Vincent Peale: 
“THE ART OF 
REAL HAPPINESS” 


“LIVE LONGER 
AND ENJOY IT” 


Dr. Hornell Hart 
“AUTOCONDITIONING” 


+ Um 


7 
Pa! ay 


Exclusive Advertising Representatives 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


DETROIT 


Dr. Peter Steincrohn: 


RICHARD |. KRUG 
Penobscot Bidg. 
Woodward 5-7260 


FITZPATRICK ASSOCIATES 


They lift the load from 
heavy hearts and 
troubled minds... 


To the oft-mentioned aims of The Inquirer 
—information, aid, entertainment —must 
be added another: Inspiration. Today, 
with the world so much awhirl, readers 
seek counsel and guidance and the shining 
light of inspiration to lighten their daily 
load. The Inquirer supplies a full meas- 
ure. As exemplified in the serializations 
of best-selling books by the authors 
pictured here. 


It is only natural that readers turn to 
The Inquirer when they feel a need for 
help. Because The Inquirer has always 
put the needs of readers above all else. 
Out of such concern for readers has devel- 
oped a firm loyalty to The Inquirer. 
Loyalty that is reflected in a most pro- 
ductive climate for advertisers. That’s 
why more advertisers place more linage 
in The Inquirer than in any other Phila- 
delphia newspaper! 


The Philadelphia Prquirer 


Now in its 24th consecutive year of total advertising leadership 


+. 
West Coast Representatives: 


SAN FRANCISCO LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 


Dunkirk 5-3557 


155 Montgomery St. 
Garfield 1-7946 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


NEW HELP FOR MARKET ANALYSTS may be 
forthcoming from Washington. The Budget Bureau 
is currently studying a 300-page document suggest- 
ing supplements to its so-called “National Income 
Accounts.” Among the suggestions—made by the 
National Bureau of Economic Research—are the 
following: 


To prepare the 1958 Census of Manufactures in 
such a way that a new Input-Output table can be 
developed. This would consist of huge double entry 
tables showing how much each industry sells to 
every other industry, in addition to showing what it 
sells to the public. This would help Government 
and business—to appraise indirect as well as direct 
effects of such things as wars, strikes, floods, hous- 
ing booms and other industry activity. A housing 
boom, for example, indirectly affects a company 
which sells equipment to a drapery manufacturer. 
This additional data would make it possible to 
judge how much. 


Te prepare the 1960 Population Census in such a 
way that better personal income figures will be 
obtained. 


To publish tables showing how much the national 
wealth is increased as people build houses, buy 
autos, washing machines, etc. A 1955 national bal- 
ance sheet, included in the report, estimates U. S. 
tangible wealth at $1,300 billion, of which only 
$144 billions cover the consumer durables that 
people talk about so much. 


To collect more accurate figures on exactly what 
governments buy, how much service companies 
earn. 


With so many companies, as well as Government, 
using giant computers, it would be the intent of 
the Budget Bureau to strive for more complete and 
faster statistics and also to show how the vari 
ous national figures connect with one another 
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TV HOMES EXCEED NEWSPAPER HOMES, 
BUT .. 


ful in your interpretation of the meaning and sig 


. said George Gallup, you've got to be care 
nificance of this fact. 


Reporting on a survey made by his American 
Institute of Public Opinion, Dr. Gallup declared 
“As of June |, a total of 41 million households had 
television receivers. The number getting daily news 
papers at that time was 39 million. Not until this 
year has the number of television homes outstripped 


the number of daily newspaper homes 


“Nevertheless, the newspaper, on a typical day, still 
reaches more homes than radio or television, Only 
one person in ten who receives a daily newspaper 
fails to read it. But, on a typical day, more than 
two persons in ten who have television sets will not 
bother to turn them on; and more than three in 
ten radio owners will fail to make use of their 
radios.” Radio and television have not been with 
out an impact on newspapers and on people's habits 
In fact, said Dr. Gallup, this impact is greater than 


most newspaper men appreciate 


“More people in the United States rely on the news 
paper for news than on any other source. But the 
rather startling fact that emerges from the survey 
is that only one adult in five gets his news, on a 
typical day, solely from newspapers. As many 
people listen to news on radio before 9 a.m. as 
read a newspaper before 9 a.m. And as many look 
at television news after 6 p.m. as read a newspaper! 


in this time period. 


BIG ORDER BY HERTZ 


new 1958 cars 


$60 million for 19,737 
reflects the rapid and continuing 
growth of the auto-rental business. Hertz Rent A 
Car System, Inc., largest of car rental agencies 
will buy a total of 30,000 new cars in next 12 
months, paying nearly $94 million for them. Num 


ber of autos in the Hertz fleet will be 20% greater 


Significant Trends (continued) 


in 1958 than it is this year. Other car rental organi- 
zations are also sharing in public’s expanding 


acceptance of auto-renting idea. 


Who got the big order? It was spread among the 
leaders in the car industry, but General Motors ap- 
peared to be favored. Big share of investment is 
in the Chevrolet-Plymouth-Ford class, but Olds- 
mobiles, Buicks, Cadillacs, Pontiacs and Edsels are 
also included. 


Seventy-five percent of the cars will be de luxe 
“hard top” four-door sedans, equipped with power 
brakes, power steering, radios and heaters. Twenty 
percent will be convertibles and sports cars. The 
remaining 5% will be station wagons. 


Two-way radios currently are being installed in 
Hertz cars in Dallas. It’s part of a test to find if this 
equipment has any appeal for busy executives, Pre- 
liminary surveys showed that executives—driving 
through sprawling industrial areas—frequently 
have to search for a telephone to check hotel ac- 
commodations, make or change train or plane 
reservations, get information to their offices, or 
change business appointments. With a two-way 
radio on his dashboard, the executive can make or 
receive calls from the car, anywhere within a 35- 
mile radius of the transmitter. If the idea succeeds 


in Dallas, it will be adopted in other cities. 


MARKETING CONSULTANTS, and their breth- 
ren in the fields of production and management, 
are multiplying at a rapid rate. Number of shingles 
now hanging in the U. S. and Canada said to 
exceed 2,000. Primary reason for this growth is 
feeling of many businesses that outsider’s point of 
view can be more objective. Secondary reason is 
shortage of competent executives. Consultants are 
hired for special jobs, to supplement work of har- 


rassed executives. 


“American Business Magazine,” aware of the trend, 
will issue a Directory of Management Consultants 
and Business Services as Part II of its February, 
1958, issue. The directory will feature a checklist 


for choosing a consultant. 
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TIGHTEN YOUR SELLING PRACTICES before 
you complain again about today’s consumer-resist- 
ance. Many sales undoubtedly are lost because of 
loose or careless sales procedures, poor follow- 
through, bad sales organization. 


Here’s what we mean: One of our editors, an avid 
reader of new-product ads, often accepts an adver- 
tiser’s invitation to “write us for names of nearest 
stores,” because he hates to shop around. But sel- 
dom is the sale consummated, since most companies 
take weeks, instead of days, to reply. The makers 
of Hathaway shirts, for example, took seven weeks. 
By the time they got around to answering, our 
editor had forgotten the name of the shirt style he 
intended to buy. 


FARM SALES OUTLOOK has improved for the 
nation generally. In the Upper Midwest—Minne- 
sota, North and South Dakota—8 of every 10 rural 
retail dealers expect their 1958 sales to be “as 
good as or better than this year.” The survey, 
which was made by “The Farmer Magazine,” 
St. Paul, showed furniture and motor truck dealers 
most optimistic of all. Farm implement dealers 
viewed the future with mixed feelings—35.9% 
said 1958 would be better; 40.7% anticipated that 
sales would be about the same; 23.4% expect a 


decline in sales. 


Interesting, if not Significant... 


For the first time in history, Texas now has more 
people than cattle .. . Leaf Brands has launched 
an out-of-this-world bubble gum called “Sputnik 
Earth Satellite.” The gum is sphere-shaped and has 
an “asteroid finish.” First box—which came out 
just 13 days after actual satellite launching—was 
sent to Nikita Khrushchev . . . Only 22 shopping 
days between Thanksgiving and Christmas this 
year. There are usually 26 or 27 .. . The average 
American collects two pounds of “junk” every day, 
which he can’t use, but won't throw away. . . The 
average hat size for men has increased an inch in 
past 20 years .. . 57% of American men do not 
own summer suits. Even in big cities, 51% struggle 
through the hot weather in heavy conventional garb. 
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SHOWS AND SELLS! 


Wonder Ieie a 


OH NYLON 


er 


SteenMens trem 
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FLEXIBLE PACKAGING DIVISION 

Container Corporation of America 
358 West Ontario Street, Chicago, Illinois 
99 Park Avenue, New York, N.Y. 
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THE PUBLISHER’S PAGE 


Dividends vs. 


Budget time for selling promotional and ad 
ertising expenditure is approat hing With some 
ComMpanie the money to be allocated will be based 
upon the old-tashioned method of a fixed percentage 
of 1957 sales volume. With others it may be the 
equally archaic fixed percentage of anticipated 195% 


ol ite 


kor an increasing number ot look-ahead com 
panies, the basis of determination will be how 
much is needed to do the job we want to do? iW 


other words, a flexible budget 
What i needed? |. Walter Thompson's Arno 


Johnson said re ently that sales organizations and 
idvertising budgets needed reexamination to see it 
they are adequate tor the job to be done and tor 
the opportunities that exist. W arniny that the nation 

experiencing a low-down in consumption (not 
wver-production, mind you), he contends that e 
pansion of ten years hence would call tor advertising 
investments of $17 to 21 billion a year. Fantasti 


o was today’s SIO billion, even five years ago 


Kor the L958 job, most companies may need 


increases ot to 20) percent in total marketing 
expenditures if they are to only retain or slightls 
raise their sales goal Unless the general CCONOTL 
limate Hnprove sOtnie potential buyers will be less 


Hush, and other will sit on their money until they 
ire nudged rather torcibly, Also, because ot higher 
ost the sales and advertising dollar, lke ever 
other dollar doesn't buy as much today is if did 


yest rday 


In some companies the marketing budgets must 
he approved by the board of directors and even 
vhere thi is not the case where directors leave 
marketing budget up to the judgment ot the op 
erating heads i sidewise of declining motion i 
To profits is bound to trigger a chain ot) de 
cisions. What is best tor the owners, the stock 


holders? the directors must ask themselves 


Should dividends be maintained at current rate 
even though it means paying out ‘ much large: 
hare of gross profits, leaving a smaller nest egg 


ar 1959 and tuture development ? Should 1958 


slit be maintamed even if | means a temporary 


Development 


lecline in gross and net profit? Might not the 


stockholder be better off in 1959 and in’ tuture 
‘ars if he took a smaller dividend in 1958, as 
suming that the 1958 maintained-or-increased mat 


keting expenditures were ably invested ? 


lt the probable economy of the nation were 
clouded and uncertain for the 1960's, the decision 
tbout 1958 would be more difficult. Possibly a good 
irngument could then be made tor making the stock 
holders happy in 1958 by assuring them of no droy 


that year in their dividend income 


But certainly there can be little question about 
the boom we are soon to see—in the early 60's. Evi 
dence incontrovertible evidence we believe, was 
scattered all through our November 10 “Marketing 
on the Move’ issue l echnological improvement 
Cc eryvwh re Blooming ot the elec tron age. Coming 
of the jet and atom aye Millions of World Wan 
Il and early postwar babies becoming adults 
\larrying Building homes Having babies. New 
wants. New needs. \ultiplied by the yreatest popu 


lation increases in the nation’s history 


SO what about 1958 ? lf we sit on a busines 
plateau next year, Cate hing our breath and storing 
ip strength for a steep uphill climb, what is the 


2 


best poli vy tor the real owners of the business 


\s one ot the owner operators of a medium size 
business and as a small investor in several large 
orporations | have decided what my ittitude 
voing to be. We will fight not just to retain out 
olume but fo mecrease it bec ause we are looking 


much tarther ahead than 1958 


\nd as to my outside investments, | shall sink 
1Vi\ dollars in’ the securities ot those COMpanies 
that are out to add more customers and add mor 
olume in) 1958 even though = to accomplish that 
they may have to increase thei selling expenses 
ind perhaps sufter a temporary decline in profits 
es, even though there is a dip in the dividend re 
turn. My individual feelings and actions aren't too 
important, but | would guess that out of 9 million 
stockholders in) American corporations, at least 7 
million would agree with me if they had such an 


option ind understood the in pli tions 


PHILIP SALISBURY 
beditor iid Publishe: 
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THE MIAMI NEWS 
. building with Miami 


THE NEW $7,500,000 
MIAMI NEWS PLANT 
OPENED THIS MONTH 


No doubt about it — Miami is the fastest growing 

major market in the U.S.! So build your sales 

with the newspaper that’s building with Miami! 

MiaMI... one of America’s 
THe Miami News bulwarks its 61st year of operation 

with the completion of a forward-looking new $7,500,000 plant 


fastest growing multi-billion dollar 


rs So ; markets deserves what the experts 
embodying the most modern design concepts in the 
newspaper industry . .. geared to the newspaper i call the finest, most modern 
of a near-future Miami community of 1,000,000. newspaper plant ever conceived. 


THE MIAMI NEws is ready now to serve today’s 
800,000 buying Miamians better than ever before. 


a. pA 3 out of 4 read The Miami News 


becomes a far greater, more influential news medium .. . Daily and Sur 


Among the well-informed 


with finer printing processes, more up-to-the-minute news, 

better editorial features, faster detivery service 

and greater penetration in depth. Result: a newspaper 7 

that’s indispensable to readers — and advertisers. Se ae Cee 
Put the bigger and better Miami News to work for you! ee ee oe ee 


New York Philadelphia ind San Francisco 


WATCH 
YOUR 
LANGUAGE! 


The TV film syndication business, though young, already has its tradi- 
tional forms of communication. Take the way ‘‘action” series are talked about. First of all, 
‘‘action” shows are going—well, ‘‘great guns.” Some of them are even ‘‘white hot action” 
shows, which is a different thermal intensity altogether. It’s the ‘‘white hot” ones that usually 
feature ‘‘39 blistering episodes.” 

Most of these shows have virtues on a Homeric, or compound-epithet, 
scale; for instance, ‘‘excitement-charged” or ‘‘thrill-packed.” At the very least, a number of 
them are ‘‘brand- new.” And inevitably they all lead to a more ennobling kind of action: 
‘faction at the cash register.” 

Many of these shows offer simple, straightforward ‘‘thrills and chills.” 


A few declare themselves ‘‘a new dimension in TV.”’ This may mean that when the hero is 
seen to kick a rock, you may be sure his foot won’t go through it. 

Every one of these shows has indescribable ‘‘opportunities for promotion 
and merchandising.” Frequently, these are ‘‘built in” —which would seem to present the prob- 
lem of prying them loose. But never mind now. The chief opportunity may be the ‘‘star’’ of 
the series. He’s usually that ‘‘rugged, handsome star of stage, films and TV,” and for the life 
of you, you can’t remember in what you’ve ever seen him. 

What are you supposed to do when you’re confronted by an ‘‘action” 
series of this sort? You know very well, because it’s spelled out for you in words of one 
syllable: ‘‘wire, write, phone !”’ 

You get exposed to this standard vocabulary long enough, and you be- 
gin to find it has stopped meaning anything. We’d never use it with our new series, Boots and 


Saddles—the Story of the Fifth Cavalry, because it just wouldn’t fit. If you’re a non-network 


advertiser, looking for prime syndicated product, we’d rather just show you some actual 


episodes. No other language communicates so well, Nec TELEVISION FILMS A DIVISION OF 


CALIFORNIA NATIONAL PRODUCTIONS, INC 


s on 6we 


REACHED FOR. 
time and time again 
all year long! 


ee somcangl resiuee ee Neer 


Start 1958 right by advertising in this big, 
important January Directory Issue 


LASTING sales powe! It's vours when you (4) A guide to the products advertised in this issue 

ackve reise m \MII RIC \N \R | IS AN'S Jan and the manufacturers’ name 

(S) Normal editorial content of a regular issue to 
assure immediate cover-to-cover attention 

Key cle alers and whole salers those who do (6) Valuable reference 


uary Directory Number 


data in casy-to-use form 
SOCZ of the available business receive this 


Issue as pare ol then paid subscription Being Fach year over 200 advertisers use the Jan 
the field's only complete Buyers’ Guide, it's uary Directory to make sure then product 
cnthusistically welcomed. And no wonder... story “gets through” when buying decisions 
look what i Contains are being made, sources of supply investigated 


Will you be among them in 1958? 
(1) \n alphabetical listing of all products used in 
Residential Air Conditioning, Warm Air Heating Nowhere can your advertising dollar be bet 
Sheet Metal Contracting, and manufacturers of ter invested, Take full advantage of this oppor 
cach tunity. Plan now for a spread, an insert, or mul 
(2) Names and addresses of all the manufacturers tiple pages Re gular rates apply (nota l3th on 


(3) A listing of all known trade names, cross-referenced extra-cost number), Closing date December 20, 


AMERICAN ARTISAN 6 N. Michigan, Chicago 


KEENEY PUBLISHING CO. AIR CONDITIONING HEADQUARTERS 
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LE T TERS TO THE EDITORS 


whale oil and the Model T 


Epiror, SALES MANAGEMENT: 

Virginia and Percy Black, in thei: 
article on “Why Flip Charts Flop,” 
[p. 144, Sept. 20, Sates MANAGI 
MENT] betray a rather complete lack 
of understanding of visual communi 
cation. 

They describe a flip chart as “‘pages 
on which large attractive lettering 
and an occasional decoration commu 
nicate selling points.” This type of 
sales tool went out of date about the 
same time as bloomers. Since it does 
nothing but transfer a verbal message 
into large type, it is indeed an insult 
to the intelligence of both prospect 
and salesman. ‘The 
that such sales tools are ineffective is 
on a par with the revelation that 
whale-oil lamps are not efficient 


announcement 


sources of light. 

‘They then draw a conclusion which 
is a total nonsequitur. Since the reli 
they describe doesn’t work, they con 
clude that the salesman should ‘re 
sort to the simplicity of direct (mean 
ing oral) communication.” In other 
words, if a 1912 Model ‘T is not an 
eficient means of transportation, 
everybody should walk. 

A well-designed visual sales tool 
does not merely repeat sales talk in 
type. It is primarily 
non-verbal representation of a con 
cept. It certainly does not insult a 
prospect's intelligence to show him 


a pictorial or 


test results, installation photos, sche 
matics, and other truly visual mate 
rial. If anyone doesn’t think visuali 
zation can speed communications, let 
him try to describe a circular stair 
case, using words alone. Now try it 
with an illustration. Which idea puts 


the concept across better and faster? 


The Blacks’ advice, if taken seri 
ously, would result in a 20-year set 
back in the techniques of communica 
tion. 


J. Porter Henry, 
President 
Porter Henry & Co., In 
New York, N. Y. 


not so exclusive 


Eprror, SALES MANAGEMENT: 
Your Oct. 4 issue carried a very 

enlightening story on Polaroid cam 

eras. [Corporate Close-Up, p. 12] 
A reference in this article to East 
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man Kodak Co. and Kodak lenses 
leaves the impression that Polaroid 
uses Kodak lenses exclusively for its 
popular cameras. 

It will therefore interest your read 
ers to know that the Polaroid Path 
finder model 110A, the quality leader 
in the Polaroid line, is equipped with 
a top performance {/4.7 lens manu 
factured for Polaroid by the G. Ro 
denstock Optical Works of Munich 
West Germany. This lens is mounted 
in a Prontor shutter (also made in 
West Germany) with control speeds 


from one second to 1/300 of a second. 


K. W. Luho 
Vice-President 

Kling Photo Corp. 

New York, N.Y. 


tranquilizers made us nervous, 
too 


eprror, SALES MANAGEMENT: 

In your October 4 article, “Tran 
quilizers Make Drug Industry Net 
[p. 33] the author Mr. 


Jeffery, seems to have overlooked the 


” 
vous, 


fact that the tranquilizers have made 
a striking contribution to the lives 
and health of hundreds of thousands 
of people. He seems to have ove 
looked the fact that in 1956, the 
resident population of the nation’s 
mental hospitals for the first time 
went down 7000, instead of contin 
uing its usual increment of 10,000 
patients. That is, the difference was 
17.000. Council of State 
(jovernments) It would be immod 


(Source: 


est, as well as scientifically question 
able, for us to attribute this drop 
exclusively to tranquilizers. How 
ever, most authorities will agree that 
the new drugs were a major factor 

In point of fact, I would like to 
question a couple of statements. First 
the article misnamed the president 
of our company on page 
name is Francis Boyer, as 
it on page 122. 

Qn page 123, I should point out 
the confusion that has res ited fron 
the Fortune magazine quote on the 
marketing of “Compazine.””’ Our con 
cern was not about the side-effects of 

Vhorazine’” but the possible side 
eflects of “Compazine” in high doses 
We have since learned 


nvestigators, that 


Trom ¢ lini al 


ide-eflects 


these 


(continued on page 27) 


NEW GIFT IDEA! 


COLONIAL 


Postage Paid 
(in U.S.A) 


® Handsome, sturdy Fire Fork for easy 
handling of fireplace logs 

© Welcome and unusual Christmas gift 
for customers, employees and friends 

@ Two curved 7 


tangs, select ash handle 


black wrought iron 


Send your check or money order to 


American Logging Tool Corp. 
Dept. M Evart, Michigan 


ae 
sell to 


industry? 


then you'll 
want to learn 
all you can 
about the man 
who buys 

for industry 
see page 53 
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American 


Blended Whiskey 


Lord Calvert revives the dignity of the Christmas gift 


SIVING is a lordly art. Notice the new bottle? It is the inspiration of a 17th H - *£e¢ 
. : ' = 6 ow rare is your gift? 
J imple opule nee of Lord Calvert’s Century craftsman. Aristocratic. Grace- —— y a 


presentation chest It announces one of ful. Slim as a book. An illustrious hall- Lord Calvert whisk 1 rare lux- 


mark for the greatest of all the American ury. If every man in Amer 
tine dignity. And it says so much besides whiskies 


the world’s three great whiskies with fit ca were 
rationed to one Lord Calvert high- 
ball a vear there still wouldn’t be 
enough to go round, A sound enough 


reason for placing your order now. 


| n't that natural - grained wood a You don’t have to pay extra for Lord 


Calvert whiskey in this handsome pres- 
And have you noticed Lord Calvert's entation chest. W hy settle for less ? 


magnificent touch of lordly restraint: 


LORD CALVERT. AMERICAN BLENDED WHISKEY. 86 PROOF, 65% GRAIN NEUTRAL SPIRITS, CALVERT DISTILLERS COMPANY, N.Y.C 


LETTERS 


represent a minimal problem in state 
hospital therapy, and therefore we 
are. promoting ‘““Compazine’”’ in this 
market along with “Thorazine.” 

On page 124, I am not sure just 
what institutional advertising is 
meant, but even so we wonder how 
valid Mr. Jeffery’s point is. SKF 
did in fact bring ‘““Thorazine” to the 
American physician. The service we 
performed by so doing is usually over 
looked, but we do believe that SKF’s 
role in the development of this prod- 
uct and in its American marketing 
contributed significantly to the impact 
chemotherapy is now having in the 
treatment of mental illness. 

Regarding your speculation about 
SKF’s future market strategy on 
phenothiazines, I can say simply that 
we will get a return on our invest- 
ment in research only by marketing 
products; we know that if we do 
not come up with better medicines, 
others will. This is an important 
benefit of the free enterprise system. 

In conclusion, it occurs to us that 
to reflect upon the title of the article 

we are not made nervous by tran- 
quilizers nearly as much as we are 
by articles on the subject. 


Richard A Bostwick 
Public Relations Department 
Smith, Kline & French Laboratories 


Philadelphia, Pa. 


Epiror, SALES MANAGEMENT: 

The article, ““Tranquilizers Make 
Drug Industry Nervous,” in the 
October 4 issue has a quote attributed 
to Francis Brown, president of Smith, 
Kline & French Laboratories. 

Did SALES MANAGEMENT goof? 
The last time I looked, which was 
only yesterday, Mr. Francis Brown 
was president of Schering Corp. 


G. F. Grimaldi 
New Orleans Division Manager 
Schering Corp. 
New Orleans, La. 


& Yesterday, today, and we believe 
also tomorrow, Francis Brown’s title 
is president of Schering, while Francis 
Boyer is the head of Smith, Kline 
& French Laboratories. Good sub 
scriber H. C. Van Arsdale, executive 
v-p of SKF’s Wholesale Division, 
also points out that they are not 
claimants to the symbol “SKF’’— 
that they are rightful owners by prior 
use since 1841. Tranquilizers are now 
being prescribed for SALES MANAGE- 
MENT editors. 
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RIDDLE: WHAT CAN YOU SELL 


THAT CANNOT BE BOUGHT? 


There 7s an answer to this one 

You can find it in this newspaper or magazine you 
are reading. 

It leaps at you from super-market shelves, cosmeti 
counters, discount houses, drug store windows, shops 
W herever you vo. 

It has been around, we think, as long as you have. 

You pass it on your way to work, perhaps. Look 
in your kitchen cupboard, and there it is. It swims 
around the laundry tub. TV comics and research 
directors discuss it. Atomic scientists and bee-bop 
daddies accept it. 


Can’t guess? 


We don’t think it has been written in the sky. It 
cannot be engraved on the head of a pin. It’s invalu- 
able to any advertiser, but he can't buy it. A worthy 
product can carn it, and use it to sell itself to the 
31,000,000 women who believe in it. Because thes 
believe in us. 

... Ah, now you've guessed it! 

It’s the Confidence millions of women have in Good 
Housekeeping, and the proud products we advertise. 
It is expressed in our written pledge, as shown in our 
Guaranty Seal. If your product deserves this kind of 
support, backed by editorial pages that stimulate 
demand, we suggest you call us today. Good House 


keeping, 57th St. & 8th Avenue 


rose! of ‘ Hi UR8 o 


q 
* Guaranteed by 
Good Housekeeping 


“” . 
#07 wa*™ 
§ aovietnd 


* CROSSLEY 


= ~ 
a5 


PRESS EAPPEPEEPREDEPEEPEER IED EE. 


U 4 


4 


2S 2 St ne = = 7 ; = 
PIPPIIEPPIOPI OP POOP BEBE AREER DRO R ED ED DOP BEDE D PO 


‘Useful News for Imp 


1 THE IMPORTANT PEOPLE themselves who say Almost a million of America’s influential people 
| U.S.News & Worip Report” is the magazine seem to agree. Three out of four subscribers 
of useful news for important people hold managerial positions. They depend on 

A continuing research program of more than “U.S.News & Wortp Report.” They have 
five years documents this point fully confidence in “U.S.News & Worip Report” as 


The “jury”’ is comprised of the people listed their source of the useful and essential news of 


. Ned 
to "7 ‘ 


in the standard directories and rosters of the national and international affairs. They use 
nation's leaders “U.S.News & Worvp Reporr”’ in their business 
Ihe purpose of the surveys: to find out how planning and decisions 
America’s most important people rate Fortune Alongside news of such importance and use 
Nation's Business, ‘Time, Newsweek, Business fulness to people who spark ideas, plans and 
Week, and “"U.S.News & Worup Report.” purchases—-for business and personal use—your 
These outstanding leaders constitute an impres advertisements are effectively concentrated 
ive jury. Their preferences are especially signifi among the best and most important prospects 
cant because they tend to reflect the preferences in America today 


of their counterparts in all levels of responsibility 


throughout business, industry, government 
All information in this advertisement, 


H either stated or implied, is based on in 
ere is what these surveys bring out (detailed formation of public record or actual 
research reports readily available for the asking research. The detailed sources are always 


ernT a bt lable o equest 
COVERAGE: "U.S.News & Wor_p Report” CHAE on 20g 


US.NEWS & WORLD REPORT 
is either first or second in coverage of each group 


finance and the professions 


surveyed 

USEFULNESS: In every case, the most votes 

as ‘the magazine most useful to me in my work 

went to "U.S.News & Wortip Repor’ u.S.News 
CONFIDENCE: US News&Wortp Report & World Report 


receives the most votes in every case as “the +. 
magazine in which I place the most confidence 


‘Journalism at its best this was the 
description of “U.S.News & Wor.p Report 
poken on the floor of the Senate only last month 


America’s Class News Magazine 


An essential magazine 


Essential to more and more readers 


Essential to more and more advertisers 
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THIS IS THE JURY OF 
LEADERS REGULARLY SURVEVED 
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Executives listed in Poor's Register of Directors and Executives 
Leaders listed in Who's Who in America 

Executives listed in Who's Who in Commerce & Industry 
Executives listed in Ward's Automotive Directory 

Officials of America’s Class | Railroads 

Official Washington as listed in the Congressional Directory 
Executives of America’s Scheduled Airlines 

Members of the National Industrial Conference Board 
Officials of Life Insurance Companies 

Editors of the Nation's Daily Newspapers 

Church Officials listed in the Yearbook of American Churches 
Executives of America's Aircraft Manufacturing Companies 


Labor Officials listed in Directory of National and International 
Labor Unions 


Officers of the 3OO Leading Commercial Banks 
Executives listed in Phelon's List of Department Store Managers 


Officials listed in the Directory of the National Savings & Loan League 


Executives of America's ‘‘Excellently Managed Companies'’ 
Officials listed in Moody’s Industrial Manual 


Reports on surveys of each group available on request 


more than 960,000 net paid circulation 


A market not duplicated by any other magazine in the field . . . For full information on how “U.S.News 
& Worwp Report’ covers your best customers and prospects, contact our advertising offices at 45 Rockefeller 
Plaza, New York 20, N.Y. Other advertising offices in Boston, Philadelphia, Cleveland, Detroit, C1! 


St 


Louis, San Francisco, Los Angeles, Washington and London 


cago, 


(MMII YS 
Te Car eS? 
ea E. 


33% of all adults in families with incomes 
of $10,000 and up in New York City 
and suburbs read The News 


Source: Profile of the Millions ...a study conducted by 
W. R. Simmons & Associates Research, Inc. . . . after 
consultation and in accordance with the recommendations 
of the Advertising Research Foundation. Any 

New York News office can show you Profile. 
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$10,000 and up incomes? 


... [he News has more readers in families with 


over $10,000 income than any other New York 


morning or evening newspaper ! 


Want top-bracket customers? At the higher 
luxury level, among families with more than 
$10,000 annual income, The News delivers 


80,000 more than the 
World-Telegram & Sun 
110,000 more than the Times 
160,000 more than the Mirror 
170,000 more than the 
Herald-Tribune 
170,000 more than the 
Journal-American 
200,000 more than the Post 


Metropolitan New York has more upper 
incomes than any other market anywhere 
and you reach the largest concentration of 
larger incomes in New York's largest paper! 

And The News also gives you more college 
alumni, more two car owners, more stock and 
bond holders, more home owners, and more 
families with kids. It is your most effective 
medium for just about everything. 

With 4,780,000 adult readers daily, The 
News is your greatest selling opportunity. 
Want more sales, incomes, profits? Ask the 


nearest News oflice for all the facts. 


The News, New York’s Picture Newspaper... 


with more than twice the circulation, daily and Sunday, of any other newspaper in Americazts 
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Know 
Charlotte 
by the 
company 
it keeps 


Sank debits ‘‘a dependable 
indication of business 
activity,” show Charlotte keeps 
company with many “first 

fifty’ cities.” For major results, 
give Charlotte a major 
appropriation. And, of course, 
spend it on WBT Radio 

which exceeds the next largest 
Charlotte radio station in 

total weekly coverage 

(NCS #2) by 894.9% 


tandard Metropolitan Area Population 


ty, 042 OOO 


r Hlaven 


: 
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CHARLOTTE, N. C 


JEFFERSON NTANDAKD 


BROADCASTING COMPANY 
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Now Giants Sweat Out Buyers Choices 


Will it be gift-wraps, which the major portion of the liquor 
industry has bet on for this Christmas? Or will Schenley 
profit by being almost the lone hold out for decanters? 


Bets are made and suppliers anxiously await the race. 


By GRANT JEFFERY 


In the four weeks between ‘Uhanks 
giving and Christmas Americans will 
buy 20% of the $4.7 billion worth of 
liquor the industry expects to sell in 
1957. 

The critical question is less how 
much consumers will buy this 
than whether they will prefer 
liquor in: 


year 
their 


1. Gift-wrapped regular bottles 
(the major portion of the industry 
now bets consumers will). 

2. Decanters (Scheniey is the only 
major producer now concentrating on 
multiple lines of carton-packed de 
canters). 


Some 25% of the liquor to be sold 
in the 30 days before Christmas will 
be dispensed in gift-wraps and in de 
canters. ‘The other 75% will be poured 
in public spots, or bought in regular 
bottles. 

The distillers have made enormous 
bets. 

Each major distiller has invested 
more than a million dollars for 
packaging machinery. 

Despite a rough '57 glass makers 
are not giving up. 


gitt 
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When the National Distillers Prod 


ucts packaging committee walked into. 


this year’s 
Christmas line, 60 decanters supplied 
“on spec” by hopeful 
turers were lined up on 
ence table. 

National’s packaging budget is $3.5 
half its holiday ad budget. 
committee 


its decisive session on 
glass manutae 
the confer 


million 

But the 
down on glassware in favor of foil 
wrappings supplied by Reynolds 
Metals Co., Continental Can Co 

and Milprint, Inc. This meant that 
$1 million of the budget would have 
to be sunk in wrapping machines for 
five plants—supplied by R. A. Jones 
& Co. and Package Machinery Co. 
When Hiram Walker's Ross Corbit 
made such an investment three years 
knew that 
would have to come out with wraps 


turned thumbs 


ago he sink or swim he 


a second year to amortize his costs 
But National’s management, accord 
ing to one “don’t name me” spokes 
man, expects to see a profit on its 
machinery investment this year “‘or 


know the reason why.” 

Models and 
still decorated the conference room as 
National's 


mittee worked to eliminate difficulties 


pictures of dec anter 


pac kaging steering com 


(oles Monagaens 
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that competitor Walker had experi 
enced during its two years with simi 
lar pre-wraps. But unlike one-de 
canter Hiram Walker and other in 
dustry leaders National ha com 
pletely excluded decanters tron it 
1957 lines 

In National's case, Reynolds Metals 


stole a march not only on the de 
canter interests but on the makers of 
simulated silk 
ingredient in Hiram Walke: 
aging Vertical 


many of the foil designs 


ribbon, an important 
pack 
formula stripes on 
upplied by 
Reynolds are spaced so that they ap 
pear to be ribbons 
sides of the gift pack 


at the top supplied by Chi 


running up tour 


and meeting 
in a bow 
Printed 


omitted 


String Co. ‘The bow 

from National's B line 5 
real On National Old 
Cjrand-Dad Old ‘Taylor, pine 
from Japan and bells are 
But miles of 
would have encircled the 


packages have been eliminated by the 


cag 
ago 


bonded 
and 
cones 

glued on thousands of 
ribbon that 


simple device of incorporating a “rib 


bon” in the foil’s design. Walker 
1957 ribbon consumption 11 O00 
miles. Foil: 25 million square feet 


The bow that tops most of Walk 
er 6 pa kages has had a few loo 
added this 
the first 


President Corbit’s original conce 


year and glued on for 


time to speed 


prod iction 
pt of 
a package that could be opened for 
d 


insertion of a personal gift cas 


been abandoned. Reasons: the peel 
off, press-down-again closure often 
damaged the wraps when it was lifted 
or failed to hold when it wa losed 
again At the initial pre party for 
Walker's “Luxury Wrap n 19 
Corbit was embarrassed by tl pa 
$3 


SEAGRAM'S 7 CROWN, the _ in- 
dustry's No. | seller, is offered in red 
satin wrap; Seagram V. O. in blue, 
and Golden Gin in gold satin 


NATIONAL DISTILLER's Old Grand- 
Dad is being marketed this year in 
gift-wrap, instead of decanters as 
during 1956 Christmas season . . 


Now Giants Sweat Out Buyers’ Choices 
(Continued from page 33) 


ticular defect during his demonstra 
tion, “Oh well,” he quipped, “any 
But not even the 
women are being trusted this year. 
\gain, the removable cellophane 
label sleeve which has been widely 


woman can do it. 


adopted in the industry was first pur 
chased by Walker in 1956 in pret 
erence to its 1955 peel-off labels that 
too often took some of the foil with 
them. 

Last year the proportion of de 
canters to gift-wrapped standard bot 
tles was seven to one, according to 
Beverly C. Ohlandt, executive vice 
president of the parent firm, National 
Distillers and Chemical Corp. ‘This 
vear, he predicts, the foil and card 
board suppliers’ efforts will be re 
warded by sales of two million cases 
of gift-wrapped standard bottles. ‘Uhis 
will equal unit sales of decanters 
many ot which will also be wrapped 

\t least one vigorous independent 
is saying, in effect, ‘‘a plague on both 


your houses,”’ to the decanter and 


34 


wrap protagonists. Oscar Cretz, presi 
dent, Barton Distilling Co., ‘would 
prefer to see the whole industry seek 
to increase its gift market instead of 
fighting to substitute one brand for 
another under the existing sales ceil 
ing.” 

Such recent Barton innovations as 
a travel flask with a jigger cap have 
been instituted on a year-round basis. 
Pioneered by Glenmore in the foot 
ball season of 1954, the travel flask 
has added a lot of mileage since its 
adoption by Schenley for its I. W. 
Harper bourbon. 

Schenley Industries’ continued es 
pousal of multiple lines of decanters 
leaves Lewis Solon Rosenstiel, chair 
man, standing alone against the ex 
ponents of “gift wraps with a de 
canter or two thrown in to keep 
everybody happy.’’ As recently as the 
beginning of the 1955 Christmas sea 
son, it was the self-styled “Mr. Gift 
Wrap,” Ross Corbit, president of 
Hiram Walker, Inc., who was the 


4 


y / 
“ontiun tM 


HIRAM WALKER's Canadian Club 
is packaged, for the third successive 
year, in gift-wrap, in which Corbit's 
firm pioneered .. . 


maverick among competitors’ 100 or 
so decanters. 
One of 
Sidney G. Stricker, Jr., president of 
Schenley’s |. W. Harper-Ancient Age 
Distillers Co., foresees that a shortage 
of decanters will result from this 
year’s emphasis on wraps. As a con- 
sequence, he declares, distillers may 
well lose some $36 million worth of 
Christmas business to producers of 
other gift items. But fancy glass is 
accorded no such vital role by leading 
Owens-Illinois Glass Co. 
R. Ek. “Em” Delaplane, sales manager 
tor the beverage industries, states that 
“any change in the decanter trend 
would probably have little effect upon 
the total grossage of all types of bot 
tles supplied to the industry.”’ 
Disclaiming any active marketing 
of the more profitable, tailor-made de- 
Delaplane declares, ‘‘We 
make whatever the customers want, 
special decanters or standard bottles.”’ 
As wrapping suppliers continue 
their inroads into what was previ- 
ously decanterland, another medium 
is in turn moving into pre-wraps’ ter- 
ritory. Satin bags have been adopted 
by Seagram-Distillers Co. for stand 
ard fifth sizes of its three central 
lines. Brand identities, drawstrings, 
heavy side stitching, and a device 


Rosenstiel’s lieutenants, 


producer 


canters, 


commemorating Seagram's centennial 
stand out more sharply than some 


SALES MANAGEMENT 


SCHENLEY RESERVE, the industry's 
No. 2 seller is offered in carton- 
packed decanter, which, in this photo- 
graph, looks similar to gift-wrap. 


might desire against the otherwise 
dignified red satin for 7 Crown, blue 
for V.O. and gold for Golden Gin. 

The three are available singly or in 
a tri-pack with cellophane window 
and carrying handle. Monochrome, 
coated stock pre-wraps on other sizes 
of these lines carry out the same color 
scheme. They have tasseled ties simu 
lating the pouches’ drawstrings but 
brand identity is confined to a re 
movable cellophane band. 

A humorous touch lightened the 
solemn unveiling of Seagram’s “lux 
ury satins” to Eastern Distributors’ 
salesmen. Harold Lee, Eastern Divi- 
sion manager and easily Seagram's 
most strenuous speaker, declaimed 
“It’s not paper, not cardboard, not 
ribbons.” He held up a Hiram 
Walker package and asked, ‘What 
do you do with a gift wrap?” Vio 
lently shredding the daintily em 
bossed foil he shouted, “You throw 
it away.” 

Not even sparing his own firm, 
Lee held up a 1956 centennial de 
canter with which Seagram had 
jumped the gun on this year’s cen 
tenary. “What do you do with a de 
canter?” he asked 
dience but not suiting the action to 
the word “because it might break.”’ 

“You throw it away!” 

“But this. Not just a pouch. Not 


a bag.”’ Lovingly he caressed it. ‘This 


menacing the au 
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luxury satin, finer than a wedding 
gown! What little woman is going to 
throw this away?” 

From the salesman 
hooted, ““What’s she going to do, keep 
clothespins in it?” 

Actually, Seagram has three de 
canters this year, for Four Roses, Cal 
vert Reserve and a cocktail pitcher 
with spoon attached for Wolf 
schmidt’s vodka. Despite the firm's 
argument that gift packaging does 
not move outside the Christmas sea 
son, its Browne Vintners subsidiary 
is issuing a year-round gift carton for 
White Horse Scotch which will have 
a gold over-wrap for the holidays. 

Although heralded as “a striking 
new packaging innovation,” the “Sea 
gram satins’ are suggestive of felt 
silverware pouches. Spokesmen for 
Schenley and for Seagram's own Gen 
eral Wine and Spirits operation have 
been unkind enough to point out that 
Schenley Champion and Seagram's 
Chivas Royal Salute have appeared 
for several 


audience a 


seasons in a simulated 
chamois and a velvet bag. DuPont 
cellophane bags have been decorating 
the standard bottles of Mr. Boston 
Distiller, G. F. Heublein & Bro. 
and other cordial makers for a num 
ber of years. Again, Dry Sack sherry 
imported by Julius Wile Sons & Co. 
has long featured a burlap bag which 
appears with a Christmas tree motit 
for the holiday season. 

An effect of fabric draperies has 
been achieved in the glass of this 
year's Smirnoff vodka decanter issued 
by a Division of Heublein. From an 
onion dome stopper, reminiscent of a 
Russian cathedral, the glass “cur 
tains’ cascade about Smirnoff's stand 
ard crown and shield label. 

Perhaps the most unusual cartons 
this season are the three designed for 
Heublein’s ready-mixed cocktails. Pa 
risian, Swiss and Italian cafes and 
street scenes afford room for incon 
spicuous brand identification on awn 
ings and signs. Produced by Folding 
Carton Corp., the cartons feature 
bulging top-knots and narrow necks 
tied with ribbons by Minnesota Min 
ing & Manufacturing Co. Minutely 
detailed designs including a sun 
bather on one “roof” are repeated 
on the show-piece shipping carton by 
Harkins Container Co. 

The issue of whether the brand 
name should be removable from a 
gift package is pointed up by a Na 
tional spokesman’'s complaint against 
an occasional wholesaler. Protective 
cellophane sleeves, such as Hiram 
Walker developed last year, identif, 
the standard contents of National's 
different gift wraps. A donor can 
easily remove this sleeve before pre 
senting the foil wrapped bottle. ‘The 


trouble is that National missionarie 
have discovered retailers opening the 
National wrap and inserting another 
The excuse: “The whole 
saler suggested it because distiller X 
doesn’t have a carton or wrap!” 
National’s flood of packaging and 
promotional aids this year was made 
almost altruistic by Ray 


decanter. 


tO appear 
Hermann, Jr., vice-president in charge 
of open state sales, who gave this pi 
ture at the firm’s first nation-wide 
distributor meeting this fall: 

“One company which follows ex 
clusively the price method of disposing 
of its whiskey does about one-fifth of 
the business National does, yet em 
ploys a sales force only one-twelfth 
the size of ours. ‘The company’s ad 
vertising budget is less than one 
100th the size of ours. As far as we 
know, they do not even have a sales 
promotion department.” 

In previous years the now carton 
less Publicker has had some of the 
industry's most interesting cartons 
featuring double walls, open fronts, 
moving parts and tear-off brand name 
Haps But its optimistic order of 
fancy glassware in 1954 took two 
vears to dispose of and the firm's 1956 
“Matched Set” 


appeared this season, For some reason 


decanters have re 


centered on 
Publicker’s gift bottle program. A 
year ago, the 600 members of the 
Wine and Wholesalers of 


America requested distillers to dis 


numerous rumors have 


Spirits 


continue decanters and adopt gift 
wraps. The move was seen by one 
Publicker spokesman as “a Seagram 
plot,” because “they have never done 
well with decanters.” ‘This is not 
borne out by Seagram's adoption ot 
Calvert and Four 
again this year. 


Roses decanters 


“Different” Decanter 

The most “different” decanter in 
this year’s selection is Calvert Re 
serve’s chunky glass cocktail shaker 
with a neck wide enough to admit ice 
cubes. A silver lining shows through 
the glass and in case the prospect 
has not noticed the resemblance to a 
silver cocktail shaker a sticker de 
clares “Not Sterling silver.’ lhe 
thinking is 
nouncement to distributors at Cal 


reminiscent of an an 


vert’s decanter unveiling, that a cer 
tain advertisement which has still not 
appeared will be repeated by popular 
demand. 

In previous years’ Calvert distribu 
tor meetings the word has been ‘Place 
your decanter orders today it you 
hope to have them filled. But ap 
parently this policy has led to the 
problem of leftovers that has plagued 

(continued on page 97) 


THEY'RE IN THE NEWS 


BY HARRY WOODWARD 


The Kiss Of Death 


Ihe guy who's elected “most likely to succeed’ at 
college is often the one w ho, late: on, founders and sinks 
n the business world. And “Young Men of the Year” are 
sometimes has-beens at 40. But John :F Lohrman keeps 
moving up He was Philadelphia’s “Young Nlan of the 
Year” in 1953. One of the oldest companies of | its 
kind, Russell, Burdsall & Ward Bolt and Nut Co. 
Port Chester, N. Y., has enticed the personable Lohrman 
into its baliwick to head Distribution, a new Department 
The Department was established to provide better service 

customers by coordinating all operations between 

inulacturing and sales. After looking ovel Lohrman’s 
ecord the company decided he probably could coordinate 
anything: For he has been president of the Youth Orches 
tra of Greater Philadelphia, chairman of a Division of 
Philly’s Community Chest, a member of the promotion 


ec of the Chamber of Commerce, ad infinitum 


The Meticulous Southerner 


International Harvester Co. has a 
new president. He’s Frank W. Jenks 
conservative, soft-spoken, a week-end 
golfer who plays, according to a 
friend, ‘“‘a respectable game of the 
Eisenhower variety.” Jenks is one of 
those rare birds who has never worked 
for any company other than the one 
in which he’s gotten to the top. He 
started his IH career as a clerk in the 
Richmond, Va., sales office in 1914. 
After Army service in World War I 
he returned to the company and was 
promoted to zone sales manager. Be 
tween then and now he’s served in 
sales capacities in Atlanta and Bi 
mingham. But once he got to Chicago 
he settled down to becoming a real 
Mid Westerne: He S been general 
chairman of ‘The Community Fund 
of Chicage (1946), president of the 
Illinois State Chamber of Commerce 
(1948). Jenks expects maximum per- 
formance from his subordinates, gets 
it by exercising persuasive leadership. 
His mother, in her 90's, still lives in 


Richmond. 
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Life—And the Presidency—Begin at 40 


Donald Hamilton, Jr. is another Philadelphian who's pulling up take 


The reason? His company has just made him president And his compan 

The Audograph Co., New York, is part and pal el of The Gray Manufa 
turing Co., Hartford. Actually Hamilton’s first association with Audograph 
was through Gray. He joined Gray in 1955 as general sales manager, the 
post he’s held until Gray moved him over to the presidency of Audograph 
So Don Hamilton is moving to Connecticut where he'll be halfway between 
the two. He’s spent all of his business life in sales and sales engineering 
Before he joined Gray he was general sales manager of the ‘Thomas A 
I-dison Co. (He started with Edison as district manager in the Baltimore 
area.) He is a hi-fi addict, plays the guitar at parties pla s around with 
a power boat on weekends. (He was a Lt. Com. on PT boats during the wa 


He and his wife have four lively little Hamiltons 
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HY PESKIN—SPORTS ILLUSTRATED 


The “Feds” Are Keeping an Eye 
On Football Equipment Makers 


the line of scrimmage were supplied 


The industry is enjoying the fruits of football's popularity 


and sees a big future ahead. But a close-mouthed field has 


turned secretive since the FTC sought to block Spalding's 


acquisition of Rawlings, and Justice began to nose about. 


By GEORGE F. HOOVER 


The University of Oklahoma, the 
slightly shaky Gulliver of football, 
meets Notre Dame, the country’s sen 
timental favorite, in one of the big 
gridiron battles of the season tomor- 
row, November 16, in Norman, 
Okla. 

It should not be surprising if J. W. 
Kelley, vice-president and sales man 
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ager of The MacGregor Co., one of 
the four big suppliers of football 
gear, shifts his alliance from one side 
of the field to another. His firm sup 
plies both Notre Dame (helmets) and 
Oklahoma (pants/jerseys). 

But there will be an element of 
David and Goliath in the game. 

The helmets on the other side of 


the “Sooners” by a salesman undet 
C. N. Sparrow, sales manager of John 
T. Riddle, Inc. 


turer of football helmets and shoes. 


a spec ialty manufac 


Uniforms and other protective 
equipment of both teams will be a 
mixture of MacGregor, Riddle, other 
specialty firms, and the rest of the big 
four: A. G. Spalding Bros., Inc., 
Rawlings Sporting Goods Co. (wholly 
owned by Spalding), and Wilson 
Sporting Goods Co., subsidiary of 
Wilson & Co., Inc., meat packers. 

No matter who wins the big game 
it'll be front sports page news. 

But there’s another battle also cur 
rently going on in the sports world 
which isn’t front page news. It’s a 
battle that has every major sporting 
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goods manufacturer feeling those “‘be- 
fore the game” butterflies. 

The Department of Justice is in 
vestigating the industry; reportedly 
for price fixing. Of this, sports equip- 
ment makers are reluctant to talk. 
The Justice Department is even 
quieter. 

The investigation is reported to 
have begun about three months ago. 
But Worth Rowley, of the Justice 
Department’s Trial Section, limits 
himself to a noncommital: “We won't 
say we are and we won't say we 
aren't”; and after several more ques 
tions cuts off inquiries with: “No 
comment.” 

The industry is also feeling the 
investigatory effects of a two year old 
restraint of trade complaint the Fed 
eral Commission has against Spald 
ing. 

The facts are: Spalding, with in 
dicated sales of $23,350,000 in 1954, 
bought (for $5,700,000) Rawlings, 
which sells more football equipment 
than its new owner, but whose total 
sports sales in 1954 were $10,500,000. 

The FTC alleges: 


“Competition between the two has 
been or may be lessened ; 


“Competition in the industry, gen 
erally, may be lessened ; 


“Manufacturers, distributors and 
purchasers of athletic goods may be 
denied access to goods formerly avail 
able from Rawlings ; 


“Tndustry-wide concentration may 
be increased; and, 


“Spalding’s competitive advantage 
over others in the industry may be 
enhanced ‘to the detriment of actual 
and potential competition’.” 


Combined Spalding-Rawlings’ sales 
for fiscal 1957 (year ended October 
31) have not been released. Fiscal 
1956 sales were $38,442,675. 

After three trips to court, the FTC, 
last June, won the right to subpoena 
the sales records of individual firms 
as reported to Ernst & Ernst, a 
countants, which compiled, until 1954, 
overall industry sales figures on be 
half of the Athletic Goods Manu 
facturing Association. Now the FTC 
hopes to use them to prove its allega 
tions against Spalding-Rawlings. 

No overall industry figures have 
been compiled since 1954, when the 
FTC first sought the right to look 
at the figures. 

Football is a big little business. The 
1954 figures showed overall sales of 
major football 
over $15 
Footballs, 


items amounted to 
million. ‘The 
150,000 dozen; 


rundown: 
helmets, 
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52,000 dozen; shoulder pads, 28,000 
dozen; hip and kidney pads, 9,000 
dozen; shoes, 406,552; pants, 350,- 
000; jerseys, 333,210; and stockings, 
215,000 pairs. 

The market for these goods, a 
cording to ‘Theodore P. Bank, presi 
dent of the Athletic, Institute (an in 
dustry promotional effort supported 
by about 160 companies), lies in the 
almost two million Americans who 
are playing football this year. 

As the FTC discovered, the indus 
try is highly secretive when it comes 
to sales figures. Industry men are even 
reluctant to reveal football sales rank 
ings among the top four. Best guess: 
Wilson is first, Rawlings 
MacGregor and Spalding in a toss 
up for third and fourth. 

Even though Spalding now owns 
Rawlings, the two firms are still in 
heated competition with each other. 
Says one Spalding man: “Now that 
we own them, it’s even rougher to 
outsell them than it used to be.” 


second, 


Selling methods among the four 
maj oy manutacturers are pretty mu h 
the same. Wilson has the most sales 
men; 290. Spalding has between 40 
and 50; Rawlings, 32; and Ma 
Gregor, 28. 

hese men sell directly to dealer 
and work with dealers in selling to 
high school, college, and professional 
teams. None of the big four now own 
retail outlets, although Spalding once 
did. 

Neither do 


direct to schools or pro teams Vhe 


these companies sell 
salesmen do call on coaches and ath 


letic directors, either alone or with 


dealers, but orders are turned ovet 
to the local dealer or to the dealer of 
the buyer's ¢ hoice 

Wilson's subsidiar 
Lowe and Campbell Athletic 


Co., which sells only its own and 


One exception 
C,00d 
Wilson’s equipment directly to teams 


‘Team sales are far and away 
retail 


that tean 


than over the counter 
A reliable estimate is 


heavy ieT 


sales. 


IT TAKES A LOT TO MAKE TOUCHDOWNS: Both in playing talent ano 
equipment. Here’s a sample of the equipment (by Rawlings) under the jersey. 
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ales account for 60% to 70% of the 
football equipment Again, 
any definite percentages are hard to 


volume. 


pry from those in the industry. “Team 
prices are about 25% lower than re 
tail. 

Very few football teams buy all of 
their equipment from one company. 
lor example: 

Riddell supplies Oklahoma’s hel 
mets. MacGregor and Spalding fur 
nish pants and jerseys. Some Wilson 
shoulder pads are used. “Sooner” 
players are given their choice of pad 
ding and shoes. But, to insure a 
visual uniformity on the field, all out 
ide equipment 1s selected by the 
coaching staff. 

sill Walsh, a Notre Dame assist 
reports the Irish wear 
Rawling’s hip and shoulder pads and 
pants and jerseys and a MacGregor 
‘They use a Spalding ball. 
Other equipment is from various firms. 

Aside from Riddell, some of the 
other major specialty firms are Dex 
ter-Wayne, Lansdale, Pa., football 
shoe cleats; Bike Web Co., athletic 
supporters; Hyde Athletic Shoe Co., 
Cambridge, Mass.; Brooks Shoe Co., 
Philadelphia, Pa.; William Skinner 
& Sons, New York, clothing. 


ant coach, 


helmet. 


A Changing Game 


Football, as a game, gets rule 
changes every year. And so does foot 
ball equipment. All of the companies 
have new product design and develop 
Many of these 


work closely with professional players 


ment departments, 
and college and pro coaches, 
general areas of the 
player's body which were protected in 


| he same 


the uniforms of the 1920's are still 
being protected, But the job is being 
done better. ‘he padding is more 
shock absorbent, yet lighter and easier 
to move around in. Helmets are more 
Better 
gripping balls have been developed. 
One example of product develop 


protective and streamlined. 


ment: Five years ago, face guards 
were a rarity on the gridiron unless 
a player had received a face injury. 

Pick up your sports page on a Sun 
day morning and check the game pi 
tures. Face guards have become stand 
ard equipment. 

A few years back, coaches were 
mainly concerned with getting their 
injured top-flight players braced and 
padded enough to get back in the 
lineup. “Voday, the emphasis has fol 
lowed the general American concern 
medicine, 
are trying to protect their players be 


with preventive Coaches 
fore injury occurs, 

Knee injuries are perhaps the most 
football mishaps. 
football knee 


commonly known 


Probably the injury 
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which has received the most press 
coverage in the last few years was 
suffered by a West Point football 
player some years ago. His name: 
Dwight Eisenhower. He still has a 
trick knee. 

Ernie Biggs, Ohio State’s football 
trainer, recently designed a knee and 
ankle brace whith would have been 
used after the player was injured in 
the days Eisenhower played ball. But 
today, Rawlings is selling it for use 
by players who haven't been hurt. 
And coaches interested in keeping their 
boys in one piece are buying it. 

This matter of protection has been 
the biggest deterrent to the growth 
of football participation. While the 
number of young boys playing little 
league baseball reached almost two 
million this year, not quite 100,000 
boys are now playing little league, o1 
midget, football. 

Mothers . and fathers too ; 
have been the biggest growth block. 
Their objections are understandable. 
Football is a hard contact sport. A 
recent survey shows that football is 
still the most dangerous high school 
competitive sport followed by basket 
ball, wrestling, track and field, and 
swimming, in that order. 

But, in its educational program, 
The Athletic Institute points out that 
playing football is less dangerous than 
bicycling or driving a car. Also, high 
school athletic injuries, per thousand 
participants, have 
50% in the last ten years. 


decreased nearly 


More Little Leaguers 


With these facts at hand, and with 
the better protective equipment being 
manufactured, the industry looks for 
little league football to show a sharp 
increase in participants in the next 
five years. By 1966, the Institute 
estimates four million Americans will 
be playing football; from little league 
That’s more than 
double this year’s figure. 

If the little league operation booms 
as desired, the industry will feel as 
though it had just won the Rose Bowl 
Game. For while sales have shown a 
steady increase, that increase has been 
comparatively small and some per 
centage of it has been due to price 
increases. One company spokesman 
says: “There just isn’t much new 
business in the sport. The only way 
to really increase your sales now is 
to take them away 
else.” 

In an effort to take that business 
away from each other, the big four 
go in fairly strong for advertising and 
promotion. Only spending figure 
available comes from Rawlings’ ad- 
vertising director R. L. Horton. He 


to professional. 


from someone 


estimates Rawlings’ 1957 football 
budget at approximately $100,000. 

All of the companies advertise in 
business publications and in maga- 
zines directed at athletic directors and 
coaches. Sports Illustrated, Sport, 
and other publications go after the 
retail buyer. 

Oldest company of the big football 
four is MacGregor which was started 
in 1875 as P. Goldsmith Co. It 
wasn’t a very big start; the operation 
encompassed all of two men. Last 
year it encompassed 1,400 employes. 
‘The company, which had 1,424 stock- 
holders as of Oct. 31, 1956 (Stand 
ard & Poor's), may become a part of 
the Brunswick-Balke-Collender Co. 
in December. Stockholders will then 
vote on a stock exchange which would 
make B-B-C the parent company. 

‘The merger probably wouldn’t run 
into any FTC trouble. MacGregor’s 
equipment line does not include bil- 
liard and bowling equipment, B-B-C’s 
sports line. 

Spalding is next oldest, having been 
organized in 1876, one year after 
MacGregor. 


Biggest in Baseball 


Spalding was the “‘first to introduce 
equipment to sports in football, base- 
ball, basketball, golf, and tennis.” 
Baseball is Spalding’s pride and joy. 
Its baseball has been the official ball 
of the National League in its 79 year 
existence. ‘The same holds true for 
the American League which was or- 
ganized at the turn of the century. 

Rawlings began business in 1889 
with a retail store operation and very 
little equipment manufacturing. By 
1907, the company had liquidated its 
retail setup and had become strictly a 
manufacturer. Its acquisition by 
Spalding has had little effect on com- 
pany operations. Sales and executive 
forces have from 
Spalding. 

Wilson Sporting Goods Co, is a 
wholly owned subsidiary of Wilson 
& Co., Inc., the meat packers. The 
sporting goods operation was started 
in 1910. At that time, Wilson had 
been manufacturing medical sutures. 
Then it began producing gut strings 
for tennis rackets. Growth was natu- 
ral and today the company calls itself 
“the dominant factor in the indus- 
try.” 

Aiding the company in its promo- 
tional efforts is the Wilson Advisory 
Staff: football greats who endorse 
Wilson equipment. ‘The staff in- 
cludes such All-Americans as Red 
Grange, Hugh McElhenny, John 
Brodie, Otto Graham, Frank Gif- 
ford, Johnny Lujack, and Alan 
Ameche. The End 


remained apart 
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What's the Trend in Business Failures? 


Since 1920, more than half a million busi- 
nesses have failed with losses to creditors. 
Surprisingly, the failures in any single year 
—éven in the worst of depression years— 
have not exceeded 114% of the businesses 
in operation. On the average, it has been 
closer to just six failures out of every 1,000 
going businesses. 

In 1956, the heaviest ratios of failures 
among manufacturers were in furniture, 
leather and shoes, apparel, electrical ma- 


chinery, transportation equipment and tex- 


tiles, in that order. Fifty-nine percent of 
failures last year were in businesses less than 
five years old. Eighteen percent of the total 
were over ten years old. The proportion of 
“young” failures, however, represents a de 
cline from 1947, when the percentage was 
78%. 

The chart below shows a 27-year failure 
trend-line. It is worth noting that 9,946 out 
of every 10,000 businesses did not fail with 
loss to creditors during the first six months 
of 1957. 
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RE-ALIGNMENT OF TERRITORIES was one of the first 
results of the merger of the two salt companies. Some 
territories were reduced, others expanded. Purpose was to 


J 


cut down weekly sales calls to 40 per salesman, give 
salesmen more equal potentials. The maps above show 
what was done around Chicago to achieve better coverage. 


Planning Sweetens Salt Merger 


For Diamond Crystal Salesmen 


The merging of Jefferson Island with Diamond Crystal 


created the usual sales and sales territory snarls. But these 


were quickly unwound by redrawing the sales map, 


reworking sales call routines, and personally discussing 
the necessary changes with each of the 175 men involved. 


An interview with 


SPENCER S. MEILSTRUP, v-p, sales and 


EDWARD M. DODD, asst. to the pres., 
Diamond Crystal Salt Co., St. Clair, Mich. 


As Diamond Crystal Salt Com 
pany’s Sales Vice-President Spence 
S. Meilstrup finished talking, the 
alesman literally fought back tears 
and said gratefully, “I never expected 
inything like this!” 

Meilstrup had just finished the last 
of 175 similar personal presentations 
as the final step in the consolidation 
ol iles 
two leading salt companies. Private 
discussions with salesmen of both 


personnel and territories of 
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firms culminated a seven-month period 
of intensive research and planning 
which saw management achieve a 
near-100% successful result, with re- 
spect to retention of personnel. 

By October 1, sales consolidation 
had been completed, far ahead of the 
most optimistic hopes thus one of the 
longest standing (30 years) rumors 
in industry materialized: that Dia- 
mond Crystal and Jefferson Island 
would merge. 


To understand the problem of sales 
consolidation, one must first under- 
stand the nature of the two com- 
panies involved. Contrary to common 
belief, salt is not just salt. 

Diamond Crystal makes an eva} 
rated salt, obtained by drilling wei.. 
forcing fresh water down into the 
deep rock salt deposits, pumping the 
brine to the surface, and then evapo- 
rating it. An exclusive evaporating 
process results in fine salt flakes that 
are 99.95% pure. To the consumer, 
Diamond Crystal is best known for 
its table salt, sold under the trade 
name ‘“Weather-pruf.” This accounts 
for only 6% of the company’s total 
tonnage, however, with the bulk going 
to such industries as dairy, baking, 
canning and meat packing. 

Jefferson Island, on the other hand, 
sells mainly rock salt, blasted and 
crushed like coal in its huge salt mine 
in Jefferson Island, La. Its produc- 
tion is predominantly for heavy chemi 
cals, textiles, industrial and home 
water softening, and general farm use. 

Diamond Crystal’s sales were 
chiefly in the Midwestern and North 
eastern states, while Jefferson Island 
covered the South. An overlapping of 
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sales territories occurred in some of 
the middle belt states. 
Remarks Meilstrup: “In March, 


by counties, the smallest geographical 
unit, and drew up lists of all cus 
tomers in each county. They found 


allowed 
three weeks. “Thus the working time 
comes down to about 40 weeks a veat 


indet supervision he was 


the work load for the salesman in a not 52, for calls. We allocated 30 
typi al county was 8U calls a year pel weeks for customer service time, and 
Meilstrup reports that this left 10 weeks for the 
“Some counties had a full two weeks’ 
work per year for a salesman, while 
others had work for a whole year. pulled together old territories and 
We reworked areas and re-evaluated took a hard look at national market 
them.” ing areas 
‘The next step was to post the 
county work load information on a Crystal had eight district ofhces lo 
county outline map of the U.S, ‘Then cated in New York City, Boston, Ak 
we had a map with a mass of small ron, Charlotte, Detroit, Cincinnati 
figures. We colored the counties red Chicago and Minneapolis. With the 
for Jefferson Island in the South, and Jefferson Island, they 
blue for Diamond Crystal in the The Atlanta head 
North.” quarters now oversees all of Georgia 
Meilstrup and his staff then de Florida, Alabama and the eastern 
veloped a “time” formula. They fig two-thirds of New 
ured that a salesman has a two weeks’ Orleans district covers the rest of the 
vacation and a total of a full week of South Miss 
holidays; another week total for sales sippl, The basic 
meetings; one more week for sickness 
emergencies. If a worked 


we began to work to bring the two 
companies together. Most important, 
we had to consolidate our two sales 
organizations, each of which had been 
selling a basically different salt prod- 
uct. Our plan for this was the best 
possible one we could devise—and it 
would be just as good for others.” 

“Spence” Meilstrup, a husky, pep 
pery redhead blessed with terrific 
drive, started at the root of the proj- 
ect by checking statistical records for 
average Diamond Crystal and Jeffer- 
son Island sales calls per man. 

“We found that the men were mak- 
.ag 44.7 calls per week. To establish 
an objective instead of a formula, we 
dropped them down to 40 calls pe: 
week. Every salesman has time to 
spend, but how does he spend it? 
More time on fewer calls is the proper 
way, we feel.” 

Meilstrup figured the expense. or 
“We found it cost DC $4.67 every 
time one of our salesmen put his head 
in a customer’s or a prospect’s door, 
and we wanted to be sure we had the 
best plan available to justify that in- 
vestment in sales calls.” 

The company’s IBM equipment re 
vealed 9,300 customer names 
with amount purchased, kind of prod 
uct and frequency of purchase. Using 
the objective of 40 calls per week, 
sales executives were able to sit down 


in St. Clair and intelligently build 
sales territories. Te tory No,: 


“But then there was the missing 
element,” Meilstrup says. “That was Headquarter Point: 
Division: 


how the salesmen themselves felt 
Personnel: 


customer. ‘growth 
factor’ or contacting new prospects, 


“Bud” Smith and Bob Adams 


road maps, ete, 


Prior to consolidation, Diamond 


addition oft 
added two more 
Tennessee. ‘The 


| OuUlsiatla 


lexas 


including 
Arkansas and 


territory of a district sales force en 


man compasses two to four states, with 


DIAMOND CRYSTAL - JEFFERSON ISLAND 
CONSOLIDATED SUMMARY OF CUSTOMERS AND PROSPECTS 


over 


Territory Description 
CHIC AGO 


Territory 


CHICAGO, ILLINOIS 


about the new deal. There was obvi- 
ously only one sensible thing to do 
to go out in the field and talk to every 
one of the 175,” 


CHIC AGO 
D/M —~ 


John Doe 


Man by Man Interviews Diamond Jefferson 
Crystal Island 


131 uy 


Total 
145 


23266 


Edward M. Dodd, assistant to the 
president (formerly a vice-president 
of Jefferson Island), was given the 
task of supervising the merger. He 
and Meilstrup interviewed the entire 
sales force, man by man, in two and We 
one-half weeks. Says Dodd: “Let’s go 
back a little bit and say that Presi 
dent Charles F. Moore and Spence 
gave me this assignment of coordina- 
tor, assisted by J. Beveridge Smith 
and Bob Adams, both of whom 
worked hard on consolidation when 
we bought Colonial Salt Co: in 1945. 
At that time it took 18 months to pull 
together information on our new cus- 
tomers—we now did it in a matter 
of days. 

The next step was “to organize the 
tremendous mass of information we 
had gathered.” They sorted customers 


Number of Customers: 


Vo 1000 lb ts: 19554 3712 


Load 


Customer Contact Time 27.63 
T/M Resale Time 0 
Prospect Time 18.77 
Supervision 0,00 
Vacation 2.09 
Holidays-Sales Meetings 3,00 


Total 52.00 weeks 


Comnents: 
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Action Reports 
from National Advertising Agency Network 


Whatever you spend for advertising, you'll get more from your budget, much more 


from an NAAN advertising agency. Here are four illustrations of NAAN RESULTS 


PROVIDENCE, RHODE ISLAND 5 we NEW YORK, NEW YORK 


if 


The Advertising Agency Network of RESULTS 


NAAN PHILADELPHIA, PENNSYLVANIA NAAN —SAN FRANCISCO, CALIFORNIA 


is The Ullman Organization, Inc. Assignment: Tor a manu is Garfield Advertising, Inc Assignment: For a utilities 


facturer of textile equipment to get an installation story trom company, to present evidence of ability to service account 
the Pacific Coast. Results NAAN Washington, Oregon affiliate Result: NAAN agencies handling 18 public utility accounts 
researched excellent advertising material with photograph provided samples of advertising, literature and techniques 


plus case history mw sales use ill at very low vst the equivalent of years of public power field experience 


NAAN PROVIDENCE, RHODE ISLAND is th NAAN — NEW YORK, NEW YORK is Hazard Adver 
George I Metcalf Company Assignment lor business tising Company, In Assignment: Chemical manufacturer 
machine manufacturer, sample branch office opinion on pro client requested information on market position of paper 

posed business magazine advertising. Result: 12 NAAN containing fluorescent dyes used to give paper extreme white- 

agencies interviewed regional managers of business machine ness tesult;: NAAN delivered key market comprehensive 
firm, made complete reports which provided basis for adver reports direct from paper jobbers and furnished samples of 


tising proposal types of paper containing these dyes being sold locally 


National Aavertising Agency Network 


607 NORTH GRAND AVENUE, ST. LOUIS 3, MISSOURI 
Serving Advertisers for 25 Years 


Address NAAN headquarters for your personal file of Case History studies. 
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The National 
Advertising Agency 


Network 


Call The NAAN 
Agency Nearest You 


for Action! 


Alaboema: Birmingham 

Robert Luckie & Company, Inc, 
Alabama: Mobile 

Morris Timbes, Inc 

California: los Angeles 
Mogee-Privett, Inc 

California: Oakland 

Ryder & Ohleyer, Inc 

California: San Francisco 

Garfield Advertising, In 

Canada: Montreal, Toronto, Edmonton 
Ronalds Advertising Agency, Lt 
Colorado: Denver, Colorado Springs 
Galen E. Broyles Co., Ine 


OVER AND OVER AGAIN. Spencer S. Meilstrup, left, v-p, sales, for Diamond Districts of Columbia: Weshingten 
Crystal, and Edward M. Dodd, right, assistant to the president, held 175 individual Henry J. Kaufman & Associates 


: Delaware: Wilmington 
interviews with Diamond Crystal and Jefferson Island salesmen to explain the Soles Giient ¢ _- Advertising, Inc 
new sales setup and to outline the benefits of the consolidation. Florida: Miami 

August Dorr Associates Advertising, Inc, 
IMinois: Chicago 
P . tobertson, Buckley & Gotsch, Inc 
from five to 15 men reporting to the be familiar with the production of linois: Peoria 
district manager. both types of salt. Mace Advertising Agency, In« 
66 , . ° ’ 4 - = Indiana: Fort Wayne 
All this looked fine on the big Ihe “I won’t move!” type of sales Louis E. Wade, In 
” 7 P 4s ’ P . . indiana: Indianapolis 
map,’ Meilstrup admits, “but what man posed another problem. Diamond Poldeel. Laskin & Sidence-Von Dives, Bu 
about the unseen human element on Crystal worked on the theory that lowa: Cedar Rapids, Des Moines 
: ona rh, ee ‘Tha . : ; Ambro Advertising Agency 
that map? What would each man say Phe man had to fit the plan, not the entesion Guutentiie 
about having his territory altered, and plan fit the man.” Meilstrup says that The Mullican Company, In 
7 h: t . ea . } b ‘6 Levisiana: New Orleans 
perhaps being asked to move his the companies lost a few men, “for Whitlock, Swigart & Evans, In 
home? We were now ready to talk which we are sorry. We had to take Marvechurette Boston 
. : 4 A “ cingok ompany, Inc 
about people. For their own reasons men off the ‘bench’ and put them in Michigan: Grand Rapids 
Jefferson Island had four salesmen in the game. We told everyone that who Webber Advertising Agency 
r . 0.4 Missouri: Kansas City 
Alabama. What were we going to do ever wanted to stay with the company Carter Advertising Agency, Inc. 
with these people? ‘There also were a would ahways have a place with us.” coe: SS 
number of salesmen over age 60. Meilstrup and Dodd did not start Nebraska: Lincoln 
r : . “ ” . Gale troyles Co ” 
W hat were we going to do about out “cold” on their junket to talk per my Nag Verk ” 
them in this company growth? sonally with each of the 175 men. Hazard Advertising Company, In 
For four days DC’s sales executive here had been a “conditioning Bow, Vem Svene — = 
staff sat down and talked about pe period” for several months, accom Ohio: Cleveland 

| | } “d t} } | } Carr Liggett Advertising, Ine 

sonnel. plished through a down-to-earth pub Ohie: Marion 


“What should we do, keep the lic relations program handled by Dia Howard Swink Advertising Agency, Inc. 
Oregon: Portiand 


younger men and let the old timers mond Crystal’s Chicago public rela Cole & Weber, In 
Pennsylvania: Philadelphia 
¢ _ The Ullman Organization, Inc 
said! We took the group of men 60 he program was called “Opera Rhode Island: Providence 
to 65 and made them ‘special repre tion Salt Mine,” and was kicked off Gearge 5. Metcas Company 

° P y : South Cerolina: Greenville 
sentatives.’ We put younger men in in January with a telegram to all Henderson Advertising Agency, Inc. 
their territories and gave the older Diamond Crystal district managers reeneartes Seaaee 

na . i Vrecme ne 

men the chance to develop them. We notifying them of an upcoming tel Tennessee: Nashville 
Doyne Advertising Agency, Inc 


go, or vice versa? ‘Keep them all,’ we tions counsel, Gardner & Jones. 


then gave these older men more salary phone conference. ‘This eight-way tas. eee yeah 


than they'd made previously in salary phone call is considered of historical White & Shuford Advertising 
plus bonus. The JI men educated the mportance to the company. ae ee Se ee 


DC men in how to sell rock salt. We “Spen ¢” Meilstrup called the roll Washington: Seattle, Tacoma 
felt secure in the knowledge that with of district 1 ager 1 ( “di: ane © ene, Oe 
; ag oe it y : ri nanagers and announces Wisconsin: Milwevkee 
the young men trained, they'd know “Well, gentlemen, we have some new Hoffman & York, In 
what they were doing when the olde: for you this morning. And because 
; A —_ P ; ‘ sagem nd becar SEE ADVERTISEMENT ON OPPOSITE PAGE 
men retired, it’s good news I'd like to give Charlie ibe 
National Advertising 


For sales training purposes, men on Moore the pleasure of tellng you 
each sales force still undergo a period about it.” Agency Network 
when they visit mining facilities of Moore said: “Good morning, gen 607 NORTH GRAND AVE 
their new “partner” so that they will tlemen. Yes, I think you’ll agree that $T. LOUIS 3, MISSOURI 
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agent 


need 


Where 
does he 
get it ® 


you'll find some clear-cut 


What kind of 
information 
does an 
industrial 


purchasing 


answers starting on page 53 


a powerful 16mm. sound motion picture 
for motivating salesmen and dealers 


DARTNELL 


Keke kk 


THE POWER OF 


ENTHUSIASM 


IN SELLING 


You can add dramatic impact 
to your next sales meeting or 
convention by using this pop 
vior film. It dramatizes the 
fact that the difference be 
tween a top producer and an 
average salesman is largely 
based on sincere enthusiasm 
built on a solid foundation of 
knowledge—the kind of en 
thusiasm that sets a man on 
fire and communicates itself 
fo those with whom he is 


dealing 


Immediate delivery of prints 


on rental or purchase 


Send for FREE film catalog 


HEADQUARTERS 
FOR SALES 


4660 Ravenswood . Chicago 40, lil, | 


TRAINING FILMS 


this is good news. I just returned this 
morning from Louisville where we 
signed the papers yesterday afternoon 
to complete the purchase of Jefferson 
Island Salt Co. Spence will read parts 
of the press release we are sending out 
today to newspapers and trade pub- 
lic ations.” 

Moore and Meilstrup discussed 
how the consolidation would 
strengthen the company, and ex- 
plained that the men would receive 
information on how the sales picture 
would be affected.” 

A similar call was made by J. Lyle 
Bayless, president of Jefferson Island, 
to his district managers. Moore then 
prepared an announcement speech to 
be made before supervisors in the St. 
Clair plant. Similar speeches were 
made by the Akron plant manager, by 
Bayless to employes at Louisville, and 
by Jefferson Island’s plant manager 
at New Iberia, La. The public was 
informed through speeches to union 
officials; releases to the local press and 
major northern and southern news- 
papers; releases to business publica- 
tions, and an advertisement in the 
New Iberia paper. 

Meilstrup directed a letter to the 
Diamond Crystal sales force. Letters 
went out from Bayless to his big JI 
customers, one to all other customers, 
one to his brokers and one to each 
member of the JI sales force and 
Cal h employe. 

Moore then wrote a letter to Jef- 
ferson Island employes and later de- 
livered a speech before them. He and 


Meilstrup also spoke before the JI 
sales force, and held an open house 
reception in New Iberia for municipal 
and civic leaders. A colorful pamphlet 
on Diamond Crystal was distributed 
at the reception and was used as a 
letter enclosure to describe the com- 
pany’s history and operations. Finally, 
a souvenir packet of salt servings and 
four-ounce shakers was made up for 
southern distribution. 

The company also started an em- 
ploye magazine, “The Crystalizer.” 
Published quarterly, it has served as 
an excellent means of communications 
between management and employes 
during the transition period. A Jeffer- 
son Island representative had been 
added to Diamond Crystal’s public 
relations committee to give full con- 
sideration to the new partners in man 
agement discussions. 

Another outstanding tool used by 
Meilstrup and Dodd on their visits 
with the men in the field, was a hard- 
cover notebook designed to answer 
any questions from either a JI or a 
DC man. On the cover was a gum- 
med label on which had been typed: 
“YOUR FUTURE WITH DIA- 
MOND CRYSTAL .. .” and the 
man’s name. 

Inside, on a DC letterhead, was a 
personal message from President 


Moore, which said, in part: “The 
overall plan for the realignment of 
sales territories and assignments of 
sales personnel took some six months 
to devise. It has passed through many 
hands, each contributing to the pic- 


“And one of these machines would eliminate the need of ever keeping 
your secretary overtime!” 


Mores. 


SALES MANAGEMENT 


ture we present to you today. We 
feel it is a good picture—good for you 
and good for the company. We think 
it represents a marketing plan that 
can build for both of us—expanding 
horizons and offering greater security 
in the years ahead. 

“T heartily welcome you as a mem 
ber of our new Diamond Crystal 
sales team.” The next page showed 
a county outline map with the sales 
man’s territory filled in in red. This 
was followed by a “Consolidated Sum- 
mary of Customers and Prospects” in 
the territory; a section on Diamond 
Crystal’s sales incentive plan, and 
pasted-in booklets on retirement in 
come and group life insurance, plus 
comprehensive medical expense bene 
fits. 

Spence Meilstrup sat beside every 
man and went through this book with 
him, elaborating on certain sections. 

Ed Dodd says: “We 
with retirement plan companies and 
insurance companies looking ‘for a 
program that would be most applica 
ble to us. The most enjoyable part, 
after we constructed these programs 
of benefits, was to sit down with a JI 
man and show him what he _ had 
coming.” 


consulted 


Completely Planned 


Meilstrup adds: “Before the man 
said ‘I'll buy it!’ we had his work 
plan all made out. Great help in this 
pre-planning was given by two mem 
bers of JI’s sales management group 
in Louisville, Lillian Schick and Bill 
Barrett.” 

Scarcely a man on either sales force 
expressed serious concern over the 
consolidation of the two companies. 
But what about the people they sold 
to? 

Congratulatory letters and _tele- 
grams came in from users, competitors 
and brokers throughout the country. 
Typical examples: 

“We will be more than happy to 
ge along with you as we have in the 
past, and we hope to place an increas- 
ing volume of business with you good 
folks.” 

This will be an outstanding event 
of importance in the salt market.” 

“If there was to be any change in 
Jefferson Island, we are certainly glad 
it was with Diamond Crystal.” 

DC’s Moore points out: ‘The 
spirit with which employes of both 
organizations acclaimed the news and 
immediately started working 
team is especially gratifying to us. 
Within a month after the announce- 
ment, salesmen of each organization 
had voluntarily begun to turn over 
orders and accounts to their new 
partners.” The End 


as a 


NOVEMBER 


15, 


1957 


ye ae yee nee 


A Mayflower Move 


Is a Good Move! 
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Any man you move tor your company isan important manin 


your organization. If he weren't, you wouldn't be transferring 


him. You'll find that your salesmen and sales executives have 


confidence in Mayflower when their move comes. Here, for 


instance, is a note we received from a recent customer whom 


we moved from Wallace, Idaho to Richmond, California: 


“All the service was excellent. | would heartily recommend 
Mayflower, and I shall do it if the opportunity presents.’ 


It’s a mighty good move to call Mayflower for your personnel 


transfers... Just phone your nearby Mayflower agent for 


America’s Finest Long-Distance Moving Service. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS 


AERO 
ayflower% 


NATION-WIDE 
FURNITURE MOVERS 


AMERICA’S FINEST LONG-DISTANCE MOVING SERVICE 
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PRACTICAL PACKAGING IDEAS 


Permacel tape sent its ad account execu- 


tive and a photographer out to get in-use 


reports to include in a brochure for sales- 


men. In visiting 106 plants in 33 days the 


team found... 


WiTtH 


How to Get Customers into the Act 


By RUDOLPH J. ANDERSON, JR., 


Director, Industrial Products, Permacel-LePage's Inc. 


We've just sent a letter of con 
Permacel 
field men in Ohio. ‘The occasion was 
$2,000 order in 


gratulation to one of our 


three 
months from a checkbook manufa 


the SOC ond 


turer who was sold on using self 
his product. ‘The 
salesman made the sale as a direct 
result of the booklet 
published this spring—a new type of 


sticking tape tor 
(above) we 


case history presentation of packaging 
ideas, 

I his booklet was designed to solve 
a particular problem: how to familiar 
ize more salesmen and more custom 
ers with the many uses of tape. We 
manutacture over 400 different kinds 
of tape. Of these, 37 are designed 
specifically for packaging applications, 
Self-sticking tape is a product with 
such versatility that, combined with 
the mgenuity that is characteristic of 
American business, the possibilities of 
its use are almost endless. 

We know many of these uses and 
devise many new ones ourselves, But 
we needed a tool that would be help 
ful in promoting an exchange of these 
ideas among our salesmen and among 
our customers. We wanted: 


50 


‘To get visual illustrations of these 
many uses. 


‘To circulate, as widely as possible, 
different solutions to different pack- 
aging problems. 


‘To stimulate production personnel 
to cevelop new ideas. 


To give our salesmen a fresh look 
at the many ways their line serves 
many different customers. 


‘To give our salesmen a new and 
dramatic tool with which to approach 
new prospects, 


In short, we wanted something that 
would sell more Permacel tape. 

The salesman in Ohio used the 
booklet, just as we had hoped. He 
had been studying various bundling 
and combining applications illustrated 
in it. ‘The next day, looking at his 
r heckbook, he noticed that the 
checks were “bundled” together with 
gummed tape. He found out the 
name of the manufacturer from his 
bank, showed the manufacturer pic 
tures in the booklet of how the tape 


solved other, similar problems, and 
sold him the tape for his product. 
‘Tape has not only improved the looks 
of the checkbooks but made the whole 
operation four 
lot less messy because it eliminated 
water for wetting the gummed tape. 

This kind of enterprising thinking 
has been encouraged among all our 
salesmen by the brochure. We call it 
“Practical Packaging Ideas with 
Permacel Tape.” It has drawn more 
mail response than any single piece 
ot promotional material we've eve 
prepared. And we made friends for 
the company in the course of its 
preparation. 

Taking the pictures which told the 
story that made the checkbook sale 
was almost the last step in a care- 
fully worked out plan of operation. 
The booklet was designed to replace 
a 12-page brochure that had proved 
too brief and general to serve our 
purpose. 

We decided that to do this job 
right we would have to go out into 
the field and into the factory and get 
stories and pictures from our custom- 
ers. To be convincing, the pictures 


times as fast and a 
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than NEWore — a ——ae 


had to be taken on the job under | 

normal working conditions to dem- | 

onstrate how customers use tape to 

save money, in terms of time, labor Or ; 
and actual packaging costs, and make 


money, in terms of improving the 
dependability, performance and ap- 
pearance of their products. 
Preliminary planning and prepara- 
tion involved three steps: 


We had to decide who would work 
with our salesmen in getting the ma- 
terial together. 


We had to decide which customers 
to approach and how to be sure we 
had their hearty welcome. 


We had to plan itineraries, sched- 
ule appointments and make arrange- 
ments for accomplishing our purpose 
as efficiently as possible. 


In working out step one we used 
our advertising agency, The Aitkin- 
Kynett Co., Philadelphia. “Thacher 
Longstreth, the Permacel account ex- 
ecutive, and his assistant, George 
Sikorski, were assigned to do the job. 


far y - 2 > alf , 

Each went out as the reporter half Cross 
of two reporter-photographer teams 

which made a record five-week cross- town 


country junket, observing,  inter- 
viewing plant personnel and taking 
pictures. 

Selecting the locations required the 
cooperation of our various division 
managers and their salesmen. We 
wanted to cover the greatest variety 
of industries and as many different 
types of applications as possible. We 
wanted to include the most ingenious 
ways in which various tapes were 
being ‘used. 


Working with the salesmen, the 7 
division managers in each territory CALL YOUR ALLIED MOVER 
compiled lists of suggested accounts. 

These were submitted to our New ’ ~ e 

Brunswick, N. J., headquarters and | h th N | S | Tt 
coordinated there to eliminate possi- eee es e O. pecia Is 

ble duplications. 

Once we knew just where we | Ask your Allied Mover for a copy of “Before You Move.” See 
wanted to go, we depended on the : 
salesmen to make sure our reporter- 
photographer teams would be wel- | Broadview, Illinois. 
come. After all, we were planning a 
somewhat unprecedented invasion. 
We would be taking the customer’s 
time and his employes’ time and, even | 
with the most carefully planned ar- | 
rangements, disrupting production to 
some extent. And we would be ask- 
ing customers to reveal their own in- 
geniously devised packaging innova- 
tions. 

Actually, there were very few who 
didn’t cooperate enthusiastically. Our 
salesmen have good relationships with 
their accounts so it wasn’t difficult to 
convince the customers that our proj- 
ect would be helpful to them, too. | ALLIED VAN LINES *« WORLD’S LARGEST LONG-DISTANCE MOVERS 


yellow pages of your phone book, or write Allied Van Lines, Inc., 
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They would gain: widespread pub 
licity in the booklet itself; additional 
publicity in Permacel advertising; 
prints of all pictures for use in their 
own promotional efforts. 

As soon as these points were 
cleared, the division managers set up 
local itineraries designed to place the 
reporter photographer teams in a spe 
cific territory each day. ‘Vhe Perma 
cel salesman for that territory had 
responsibility for setting up appoint 
hotel 


tions for the team and escorting and 


ments, arranging accommoda 
introducing them to the particular ac 
counts. 

An example of a typical day's op 
eration was the visit to Jay Foods, 
Inc., a potato chip and popcorn manu 
tacturer and packer in Chicago. Jay 
uses tape to form and seal folding 
(with 
a machine designed and constructed 
by its 


cartons, to seal lids on cans 
own plant personnel) and to 
attach promotional Messages and pre 
miums to bags of popcorn. 

‘The salesman met Sikorski and the 
hotel in Chi 
cago (that team covered the North 
the other, 


photographer at thei 


ern section of the country; 
the South and West) 
they drove to the plant. 


and together 


On the Way the salesman, who Was 


familiar with the plant briefed them 


on the applications they would find; 
they discussed a preliminary develop- 
ment of the story and the photo- 
graphic angles the location offered. 
At Jay they were cordially re 
ceived by the plant manager. ‘hey 
quickly made final about 
photography and moved on to the 
production station where the tape was 


decisions 


being used. 

While the 
camera angles set, 
tinued talking with the plant man 
ager and the salesman. Between shots 
he talked with production-line em 
ployes working with the tape. 

The reaction at Jay was typical of 
what we met almost everywhere. 
Management and employes were im- 
pressed by Permacel’s interest in the 
use to which they were putting tape. 
Soth responded with frank discussion. 

‘The interest and cooperation the 


photographer got his 
the reporter con 


project aroused is well illustrated by 
a California defense contractor. At 
his plant the particular operation we 
wanted to photograph was unfortu 
nately not being performed on the 
day we arrived. He offered to have 
suitable photographs taken himself 
and forwarded to us free of charge. 

‘The visits were in many cases im 
mediately enlightening and profitable 
to us and to our customers. A produc e 


Why 
sales 


are 
jumping 
in 

Georgia 


One good reason: your dollars 
deposited at The C&S work hard 
to build buying power and sales, 
Example: every 9 days 

The C&S Industrial Development 
Department helps locate another 
industry in Georgia. 


The Citizens & Southern National Bank 


MEMBER 


Georgia's Largest Banking System 
Brood & Marietta Streets 
Atlanta 2, Georgia 


Chicago Service Office: 
400 N. Michigan Ave., Chicago 11, lil, 


New York Service Office: 


FOV’ 500 Fifth Ave., New York 36, N.Y. 


packer gave us a useful new selling 
angle: He pointed out that the public 
seemed to feel it was getting more 
for its money if a package was filled 
to the brim. He uses tape to seal bags 
of turnips, beets and parsnips because 
it enables him to get a tighter pack- 
age. 

The two teams covered thousands 
of miles to visit 106 factories. Be 
cause of the careful advance planning, 
they made it in 33 working days with 
a minimum of disturbance to cus 
tomers. 

Hundreds of applications were ob- 
served. Printed Permacel was found 
identifying everything from tomatoes 
to tires. Tape was photographed 
wrapping bubble bath and boats, pop 
corn and planes. 


Variety of Uses lilustrated 


We used 83 of the photographs in 
a 44-page brochure. We illustrated 10 
distinct types of application: carton 
and box sealing; wrapping; bundling; 
protecting; bag sealing; canister and 
drum sealing; combining; unitizing 
and palletizing; aperture sealing ; and 
labeling and identification. The text 
describes methods used not only for 
packaging but for color coding, for 
identification of parts, for securing 
fragile parts and preventing moisture 
penetration. 

The inside front cover of the bro 
chure lists the names of companies 
that participated in the preparation 
of the booklet by permitting their 
packaging operations to be photo 
graphed. Among them are: Johnson 
& Johnson, Hotpoint Co., Delta Air- 
lines, General Electric (Insulator 
Dept.), Swift & Co., Norge Division 
of Borg-Warner Corp. On the last 
two pages are a list of Permacel pack 
aging tapes and six perforated busi 
ness reply cards which make it easy 
for the reader to request additional 
information or ask that a salesman 
call. 

Twenty thousand copies of the 
booklet were printed. They were dis- 
tributed by Permacel salesmen to key 
contacts in each company; the home 
office mailed roughly 2,000 to a se- 
lected mailing list; 2,000 were dis- 
tributed at the AMA Packaging 
Show which was in progress when 
the booklets came off the press. An 
additional run of 20,000 is planned. 

Perhaps the best indication of the 
booklet’s success, apart from such im- 
mediate results as the orders men. 
tioned at the beginning of this ar 
ticle, is that so many companies 
have ordered copies for distribution 
throughout their packaging operations 
to encourage employes to use tape 
and find new ways to use it. 

The End 
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Sales managers are asking: 


“What are the information needs 
of the purchasing agent today... 


and where does he get that information?” 


As a service to those who want the facts we are taking this space to present 


a realistic summary of the needs of the modern purchasing agent...as we have 


come to know them through 42 years of close association with the 


purchasing function and the men who have raised it to management stature. 


The purchasing agent today needs many kinds of infor- 
mation, They break down into five major areas. 


price information 


From time to time the industrial purchasing executive 
needs information about prices. When he does, he needs 
it as of that day. Sometimes that hour! He gets these 
spot prices from the only sources that can do him any 
good — the market itself, his prime suppliers, the daily 
press, and the wire services. 
It is neither practical nor possible for any publication, 
even a daily, to report all prices. Even in a specific field 
Take chemicals, for example. There’s no such thing as 
the price of alcohol. You have to pin it down to, say, 
ethyl! alcohol, synthetic or fermented... and even then 
the prices vary with location. For any one publication 
to report spot prices for all commodities in all fields 
would take a daily encyclopedia, and such a volume 
would be too cumbersome to use even if it could be 
printed and distributed in time to have any value at all. 
Purchasing agents get spot price quotations and com- 
modity prices through a number of specialized sources 
Some of them are: 

Non-ferrous metals 

American Metal Market, daily 

Daily Metal Reporter, daily 


Petroleum products 

Platt’s Oilgram, daily 
Commodities 

Dow-Jones commodity ticker 
Newspapers, daily 
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trend information 


No purchasing man buys by price alone. Just as im 
portant as how much to pay is the other side of the 
question — how much to buy, and when. For this the 
purchasing agent needs good, reliable information that 
gives him an accurate look at trends 


For instance, when a purchasing man buys a commodity 
for 11% cents and six months later the price has 
dropped to 10% cents, he’s done a good job only if he’ 
kept his inventory down to minimum, The purchasing 
agent who doesn’t know the trend of prices can get 
caught with excess inventories in a period of declining 
prices, or be caught short on a general business upswing 


Economists agree that to mean anything a trend should 
be based on factors like industrial production, sales, in 
ventories, new orders, credit, employment, wages. These 
figures are reported once a month by governmental 
agencies like the Department of Commerce, the Bureau 
of Labor Statistics, the Federal Reserve Board, ete. 


This is the reason most reliable services are issued on 


a once-a-month basis. For example: 


A. Letters from leading financial institutions to thei: 
clients: First National City Bank Letter — Hanove) 
Bank Letter—Guaranty Trust Letter—Cleveland Truat 


Company Letter. 


B. The National Association of Purchasing Agent 
Bulletin is published weekly, but NAPA consultants on 
economic affairs present their forecast on a monthly 
basis. The NAPA also issues its survey of the economi 
expectations of its members on a monthly basi 


C. The Board of Governors of the Federal Reserve 
System issues its respected Bulletin once a month 


(continued on following page 


(continued from preceding page) 


D. The Department of Commerce issues its overall 
analysis of economic conditions and pertinent statistics 
in its monthly Survey of Current Business. 


J 1 . . . . 

E. Independent consulting economists customarily issue 
analyses to their clients on a monthly basis. For ex- 
ample: McGill Commodity Service; Lionell Edie Service. 


F, Corporation economists, whose whole function is to 
advise their own management, use a monthly cycle for 
their economic forecasts. For instance, Kaiser Alumi- 
num, Ford Motor Company. 


The economists who provide these services have adopted 
the once-a-month cycle for another good reason, Any 
shorter term could defeat the very purpose of the analy- 
sis, because it might over-emphasize short term ups 
and downs, This would actually distort the true trend. 


As to the purchasing man’s source for trend informa- 
tion, he can profitably use any of the services listed 
above that are available to him. In practice he generally 
prefers to use the trend information that is provided 
for him in his own business publication, which is inter- 
preted and presented in a way to serve the special needs 
of purchasing executives. 


information from Washington 

The purchasing agent needs information from Wash- 
ington, not in the form of spot news which he gets from 
.. but in the form of 
interpretation of current events as they apply to the 


the daily press and wire services . 
purchasing side of business. 


The value of interpretation is not measured in the speed 
with which it is delivered, but in terms of its useful- 
ness to the purchasing agent. 


The ability to translate Washington news as it will 
affect procurement calls for an experienced understand- 
ing of the purchasing function. The development of this 
kind of information also requires well established con- 
tacts in the Capitol, painstaking research and skilled 
analysis. There is but one primary source of informa- 
tion from Washington of this caliber —the purchasing 
man’s own specialized magazine. 


information on products and processes 

The purchasing agent occupies a kind of “lookout sta- 
tion” for his company. He is always on the alert for new 
developments that can affect his own company’s product 
or production methods. This is one phase of the modern 
concept of purchasing for profit. 


Today’s purchasing agent, by training and experience, 
is highly qualified to explore every possibility for prod- 
uct improvement. He is in an especially strategic posi- 
tion because he is the line of communication between 
his supply sources and his own engineering, manage- 
ment and production people. 
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Main source for this information, in addition to sales- 
men, is the purchasing agent’s own business magazine, 
a specialized magazine that reports information pur- 
chasing agents need about new products and new proc- 
esses, not as a technical engineer would want it, but the 
way the purchasing agent needs it. 


methods (how-to) information 

We have saved for last the most important of the pur- 
chasing agent’s informational needs —the techniques 
and procedures that are the backbone of modern pur- 
chasing. In one word, methods. j 


Take Inventory Control, for instance. That’s a method. 
Without that method, spot prices would have no signi- 
ficance. A purchasing agent wouldn’t know how much 
his plant had on hand, or how much it needs, or how 
soon, or for how long. 


Value Analysis is a method, too 
for scientific purchasing, The idea is that engineers, 
production men and the purchasing agent get together 
and examine every part, down to the smallest fastener, 
that goes into the finished product. Each is challenged, 
discussed, to see if it can be eliminated, replaced or im- 


a modern technique 


proved. This is scientific purchasing. 


The list of methods in purchasing is a long one. It 
includes departmental organization, purchasing poli- 
cies, public and internal relations. It includes the rec- 
ords and systems and communications that are required 
to activate a purchasing policy. It also includes contract 
writing, a technique in itself that gets into legal obliga- 
tions and ethical practices. 


The function of purchasing is methods, and the need for 
methods or how-to information underlies every single 
purchasing act, from the need to the placing of orders. 


Where does the purchasing agent get the continuous 
flow of methods information that he needs? Of course, 
his own NAPA chapter meetings and conventions are 
important sources. He also swaps ideas with other pur- 
chasing people. But the only way he can know the best of 
what other purchasing men are doing, and be informed 
continuously, is through a business magazine devoted 
to all the industrial purchasing agent’s requirements. 


all this... and more 

No brief report of this sort can review all the informa- 
tional needs of the modern purchasing agent — much 
less assess their relative importance. But we sincerely 
believe that this summary suggests five important areas 
where specialized information is required. 


Nor can we report here all the sources of a purchasing 
man’s information. The daily press supplies some, and 
a good purchasing directory others, But the bulk of the 
specialized information the purchasing executive needs, 
with the exception of spot prices, is supplied, as you 
would expect, by his own purchasing publication. 


SALES MANAGEMENT 


For 42 years, PURCHASING Magazine has provided this 
service for purchasing agents — furnishing essential in- 
formation and a constant flow of ideas. As the purchas- 
ing function grew in importance, this service was 
expanded. Sometimes the reverse has been true, with 
PURCHASING Magazine taking the lead in supplying 
ideas and information that helped purchasing grow into 
greater stature. With this background it is natural that 
PURCHASING is ever on the lookout for new services 
to render purchasing executives and the purchasing 
profession. Literally as well as figuratively, in our book 
the needs of the reader come first. 


How the information service 
of PURCHASING Magazine 


stacks up against these needs 


price information 

PURCHASING Magazine provides no spot prices. This is 
information that must be supplied every day, every 
hour, by ticker tape and the daily press combined. 


trend information 

In its monthly feature, Pulse of Business, PURCHASING 
provides charts and figures that reveal price and eco- 
nomic trends of significance to purchasing executives. 
This trend information is interpreted by PURCHASING’s 
editors to meet the specific needs of industrial buyers. 


Pulse of Business has consistently earned Starch ratings 
in the middle to high 80’s... good evidence that these 
trend figures and charts are needed, wanted, and used 
by purchasing agents. 


In stepping up its publishing cycle from 12 to 26 times 
a year, PURCHASING can find no useful purpose to be 
served by increasing the frequency of Pulse of Business 
charts. On the contrary, more frequent publication than 
every other issue would tend to defeat the primary 
purpose of providing reliable trend information. 


The economic and market data section of alternate 
issues will present analyses of special situations in key 
commodity fields, regional reports on current business 
conditions, and a round-up of competent purchasing 
opinion and policy on problems of immediate concern. 


information from Washington 

This service is provided in every issue of PURCHASING 
Magazine. Its famed Washington Report interprets the 
news as it affects the legislative, judicial and particu- 
larly the executive branches of the federal government. 
The high readership of Washington Report, as meas- 
ured by Starch ratings, is due to interpretative report- 
ing by men experienced in purchasing and at the same 
time familiar with the sources of the kind of informa- 
tion purchasing men need. 
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information on products & processes 
PURCHASING provides useful information in every issue 
on new and improved products, and on new processes 
as they are developed. This information is selected and 
edited specifically for purchasing agents by editors with 
a total of 97 years of purchasing experience. 


methods (how-to) information 

If PURCHASING Magazine provided nothing else, it would 
still serve purchasing agents effectively on the basis 
of the complete, well-balanced methods information it 
contains, 


Whole issues of PURCHASING have been devoted to value 
analysis and cost reduction methods. But every edition 
contains practical information, drawn from actual suc- 
cessful experience, on such topics as: how to organize 
for effective purchasing; how to buy for maximum 
ultimate value; how to manage inventories; how to set 
up efficient systems and records; how to deal with small 
orders and excessive paperwork; how to avoid legal 
entanglements; how to work with engineering and man- 
ufacturing departments; how to improve supplier rela 
tions; how to implement ethical standards; how to select 
and train buyers. PURCHASING is the methods maga 
zine for industrial buyers ...and its editors know how 
to locate the best methods, to evaluate them soundly, to 
report them intelligently for purchasing executives. 


These editors are in constant demand as lecturers, not 
only by purchasing groups, but by educational and other 
business groups. Several of them are authors of man- 
uals and textbooks on various aspects of purchasing, 


used at many universities, 


Starting in January, PURCHASING Magazine will be pub 
lished every other Monday. This decision, carefully con 
sidered over several years, was taken primarily in order 
to present more methods information and to make that 
additional information more readable and, therefore, 
more valuable to purchasing men. 


For corroboration of this analysis check 
these pages point by point with the man best 
qualified to do so — your own company’s put 


chasing executive. 
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Renewal rate consistently over 80% 


THE ARRIVAL... 
completely immobilized, Liberty sends 


When a patient is 


ite specially trained nurses to bring 
him to the Center. And its special 
plane is equipped to make the trip as 
comfortable as possible. The patient 
in this picture walked out of the 


Center, weeks later, on his own steam 


Human Values 


Come First 


In Liberty's Rehabilitation 


@ The company's Boston and Chicago Centers have 


restored thousands of "hopelessly" injured workers to 


active lives 


They've done it by treating the whole man and not 


merely his injuries 


And they've saved the company millions of dollars in 


compensation for what would have been lost manpower 


It was a hot afternoon in \ugust 
VIrs. Flora Rust, +7, was manning 
her envelope machine just as she had 
for the past nine years. Mrs. Rust 
After all 


these years of working at her bench 


WAS a good, steady worker 


she could even think about her only 
son, in the Army now, while watch 
ing the material flow by on its con 
tinuous belt run by rotary chain and 
sprocket. Suddenly a 
wadded envelope went by on the belt. 


revoly np 


Flora Rust automatically reached for 
it 

Her left hand caught in the chain 
and was dragged into the revolving 
gears. Here it was impaled on the 
forks of the sprocket It took 20 
minutes to free her. The tip of het 
thumb was gone; the remaining half 
of the phalange was crushed. ‘Two 
metacarpal bones had comminuted 
fractures. Four wrist bones had com 
pound comminuted fractures. Muscles 
and tissues of the hand were badly 
damaged. 
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As late as 1912 Flora Rust would 
have been totally disabled, unable to 
work, and pensioned at a traction of 
her wages, if she was lucky. But 
today Mrs. Rust is back at work. 
Her hand isn’t perfect but it is fun: 
tional. For her employer, insured by 
Liberty Mutual Insurance Co., re 
ferred her to Liberty’s Rehabilitation 
Center in Boston when it was found 
that any motion caused acute pain 
throughout her hand. ‘Through Lib 
erty’s facilities at the Center the 
equal, or superior, of most large met 
ropolitan hospitalsk—Mrs. Rust was 
treated by professional occupational 
and physica! therapists. 

This Center is 
among insurance companies and a 
bellwether for industry. 
few blocks from Liberty’s impressive 
and fairly new  building—already 
outgrown—the Center covers two 


almost unique 


Lo ated a 


By HARRY WOODWARD 


floors of an office building. It is the 
only rehabilitation center owned and 
managed by a private insurance com 
pany. This Boston Center is, ‘actually 
one of two under the aegis of Liberty: 
In February 1951, the 
opened a similar set-up in Chicago. 


company 


And, recently, after a trial run un 
der the direction of a noted Boston 
neuro-surgeon, Liberty became afhli 
ated with the Massachusetts Memori 
al Hospitals and Boston University 
School of Medicine in joint sponsor 
ship of a specialized paraplegic center. 
One wing of the Haynes Memorial 
Division of Massachusetts Memorial 
Hospitals has been rebuilt—with the 
aid of a $275,000 gift from Liberty 
as the Industrial Rehabilitation De 
partment. It provides available facili 
ties for the care of spinal cord injury 
Cases. 

How did Liberty get into such spe 
cialized care? The layman might sup 
pose it Was an insurance company’s 
business to insure, rather than pro- 
vide spec ialized treatment for persons 
injured while in the employ ot policy 
holders. ‘To understand how an am 
bitious program developed it is neces 
sary to go back to the days when 
there was no such thing as workmen's 
compensation laws. 

And that takes us to 1910, when 
such laws began to evolve. Before that 
time a worker who was disabled suf 
fered, nearly always, total loss of in 
come. For the machine age was new. 
Accidents were frequent. Eventually 
lawmakers began to realize the need 
for automatic methods of increasing 
benefits, paid in the manner of wages 
regardless of the negligence factor. 

The first workmen’s compensation 
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To the sales executive 
who hopes advertising can 
help him meet the demands 
of his top management 


As profit margins shrink, your Management is faced interests and problems of your most likely pro 
with three main problems that affect profit survival Then it rolls up its sleeves and digs for sale 


q Cut production costs lt multiplies the circulation of your 


story to the right people in the right ways at the 


right times with the right frequen ind at the 


yaa Get more orders lowest poratble cost 


It reduces the salesmen need for travel. It 


3 Cut sales costs increases their chances of making more sales call 

count, It prepares their way for closing more order 

They may or may not do all on Number One that you by doing some of the pre-selling “telling” in print 

think they could do. But one thing is sure. They will 

’ ’ ; This agency specializes in applying the principle 

expect you to hgure out how to get more rders at ‘ 

p ; - ‘ a 7 & on of “Ditch-Digging Advertising to the selling of 
lower unit sales cost 

products that require pre-purchase deliberation on 

the part of the buyer. We know what it takes to sell 


by helping people buy such products. We know how 


That calls for keen discernment of the difference 
between expenditures that add to unit sales costs and 


expenditures that reduce unit costs 
to make advertising an integral part of the sale 
Some of the things that add to unit sales cost are 
operation, by assigning to it those informing and 

unnecessary travel and entertainment; time and 
‘ reminding parts of the selling job that can be done 

effort spent in making unprofitable calls or following 
“s a most effectively and most economically by direct 
leads” that lead nowhere: advertising that aims at 
mail, publication advertising, booklets, catalogs, bul 
the wrong people or fails to use the strongest appeals 
letins displays sales presentations or other mechan 
On the other hand, money spent for advertising 
ical means of transmitting ideas and information 
that increases the order-getting power of your 


salesmen, individually and collectively, reduces unit We're set up to quickly relieve you and 
sales costs advertising department of as much of the work 
you wish to delegate. If you're located east of the 
“Ditch-Digging” Advertising* that sells by helping —- Mississippi and would like to discuss the possibilit 
people buy is such advertising. that a “Ditch-Digging” Program might help 
fulfill Management's demand for more sales at lows 
“Ditch-Digging” Advertising takes its cue from the unit cost, we'll be delighted to hear from you 


THE SCHUYLER HOPPER COMPANY 


12 East 41st Street, New York 17, N. Y. * LExington 2-3135 
"Reg. U.S. Pat. Off 


‘DLTCH-DIGGING ADVERTISING THAT SELLS BY HELPING PEOPLE BUY 
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Crickin’ 
round 


with 


KLEEN*STIK 


IDEA NO. 108 


A “Natural” for 7-UP 

Chicago's 7-UP BOTTLING CO. 
found that for holding displays of 
vacuum-formed plastic and other 
heavy materials, “nothing does it’’ 
like KLEEN-STIK’'s newest crea- 
tion DUBL-STIK! With counter 
space in soft drink outlets at a pre- 
mium, Ad Mgr. PHIL SCHAACK 
created the unique 3-D acetate dis- 
ylay for use on walle and backbars 
Fiuddling with BILL HUTCHE 
SON of HUTCHESON STUDIOS, 
Omaha, on the classy art and pro 
duction, they picked Kleen-Stik’s 
new two-sided self-sticking tape for 
ite easy application and extra hold 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


one!” 
Outstanding 


P.O.P. ideas 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 109 be 
‘Fat’ Sales for SLENDE 


For calory counters everywhere, the 
CARNATION CO. of L.A, puts out 
a line of non-fattening dairy prod- 
ucts named “SLENDER” — attrac 
tively packaged in slim-lined red 
and-blue cartons. To help put across 
their slender-izin’ message, they 
had SCHMIDT LITHOGRAPH 
CO. of San Francisco produce this 
attractive 3-D piece. Special die 
cut slots in the measuring-tape cir 
cle hold “pop out” package replicas 
of either Non-Fat Milk, Cottage 
Cheese, or Dairy Dessert and 
the entire sign is backed with strips 
of KLEEN-STIK “D” Trans r 
Tape for quick, easy, peel-an’-press 
application on supermarket walls, 
windows, etc 
See your regular printer, lith- 
ographer, or silk screen 
winter for more business- 
ll KLEEN-STIK ideas 
...0r write on your letterhead 
for our free “Idea-of-the- 
Month”’, 


ressure-Sensitive 


ing power. A clear case of “two 
Kleen-Stik surfaces are better than 
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KLEEN-STIK Products, Inc. 


Advertising and Labeling 


7300 W. Wilson Ave. ® Chicags 


laws were passed in 1911 and 1912. 
‘Today each of the 48 states has such 
laws. They have been frequently 
amended, more so than any other 
social laws, and while they vary 
greatly in conditions and compensa- 
tory methods, the American worker 
is now protected against accidents suf- 
fered on the job. 

Just as such laws were being born, 
Liberty Mutual was being re-formed. 
In 1912 the company, already es- 
tablished, took its new name. One of 
its first acts was to establish a Loss 
Prevention Department. ‘The object: 
‘To protect the company’s policy- 
holders by aiding them in operating 
plants with safety-consciousness. 
(Workmen’s compensation laws are 
administered by the States and rates 
are established by non-partisan boards 
on the basis of accident rates and 
safety precautions in individual plants 
and factories.) Liberty was a pioneer 
in studying such industrial diseases as 
silicosis, which comes under work 
men’s compensation laws. It is—due 
in large part to its early recognition 
of social and safety responsibility 
the largest mutual casualty company 
and the largest writer of workmen’s 
compensation firm. 
Krom its in¢ eption, its constant and 
primary aim was to keep costs down. 
The Claims Department 
which the Rehabilitation Centers 
function—is under the direction of 
Stanwood L. Hanson, an 


insurance of any 
under 


assistant 
v-p. He also acts as rehabilitation di 
rector. 


Accidents Cost Money! 


And his department works today 

as it did in more primitive fashion 
in its early days—to provide good 
loss control. There is constant review 
of accident Krom these re 
views and doctors’ referrals, patients 
are chosen for special rehabilitation. 

It was the loss control motive that 
figured in the establishment of the 
first Rehabilitation Center. For as 
Liberty reviewed the staggering sums 
it paid out annually in workmen’s 
compensation cases, company 


Cases, 


execu- 
tives began to speculate on methods 
for cutting down on such costs, A 
totally disabled conceivably, 
could collect as much as $500,000 
over a lifetime! Liberty already had 
sent some of its cases to specialized 
institutions for attempted rehabilita 
tion. Results had been encouraging. 
But around 1940 the company started 
thinking seriously about instituting a 
clinic of its own, 

“We put on the glasses of hind 
sight,”’ is the way Stanwood Hanson 
phrases it. 


case, 


Hundreds of cases were reviewed. 
And Liberty was shocked to find 


that in many of them inadequate di 
agnosis played a key part in mishan- 
dling. 

“There are,” adds Hanson, “19 
specialties of medicine. Many of these 
accident cases were handled by gen 
eral practitioners — the only medical 
men available in the areas—who sim 
ply didn’t have the specialized know! 
edge to evaluate them.” 

The company began to realize that 
if proper treatment had been avail- 
able the majority of these accident 
cases could have been restored to par- 
tial employment and many to full 
usefulness. There are, in this coun- 
try, some six million people who need 
medical and rehabilitation services in 
order to return to employment. And 
some 250,000 more people are added 
to the list each year. The waste of 
such manpower is tragic—and costly. 

On the basis of these findings Lib 
erty evolved a six-point program de 
signed to attack disability and rising 
costs. The control of medical care, 
a medical adviser program, rehabili 
tation nurses, rehab centers, a spe 
cialized hospital unit for spinal cord 
injuries, and job placement techniques 
were planned as the basis of opera 
tions. 

Liberty recognized that unless the 
program was would 
bog down into chaos. That it has not, 
that it functions smoothly and that 
literally millions of dollars in com 
pensation costs have been saved, point 
up the fact that the organization of 
the program was 
plotted. 

And from the beginning Liberty 
reasoned that (contrary to the think 
ing of many authorities) orthopedic 
and internal medicine, not physical 
medicine, should be the 
aspects of its program. 


coordinated it 


strong and well 


important 


From the beginning, too, Liberty 
has treated the whole man. It is not 
enough to know that a patient, re 
ferred to the Rehab Center, has a 
crushed arm. Liberty must know as 
much as possible about his case. How 
was he injured? How is his general 
health? What is his state of mind? 
Although the company is responsible 
only for the patient’s injured parts, 
it treats all of him. This 
counseling as well as medical treat 
ment. And while he is at the Center, 
life is made as easy as possible. 

In Boston, for example, Liberty 
books hotel across the 
street from the Center for those pa 
tients who have difficulty 
tion. 


means 


rooms at a 


in locomo 
Just around the corner is an 
excellent boarding house where pa 
tients get nutritious, attractively pre 
pared food. ‘The company foots all 
bills—hotel as well as food and trans- 
portation. 
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The Boston Center has a staff of 
20 people, headed by Dr. Thomas 
Delorum as medical director. Dr. 
Delorum, on the teaching staff of 
Massachusetts General Hospital, has 
good working relations with that in- 
stitution, can call on it for special 
advice. 

The Center also has a rehabilita- 
tion councilor, five each of physical 
and occupational therapists, a certified 
prosthetist and his assistant, and two 
medical secretaries. The average pa- 
tient stays 32 days at the Center and 
Mr. Hanson’s figures show that of 
3,298 cases admitted, 2,819 or 85.5% 
were improved by treatment. Of 
these, 81.99% returned to work. 

At the two Centers — Boston and 
Chicago —a total of 567 amputees 
have been fitted with artificial arms, 
legs, hands or feet — and taught to 
use them. (A study made in 1943 
showed that 85% of persons fur 
nished with artificial limbs did not 
wear them.) Four hundred seventy- 
five of these returned to work. 

In the paraplegia program — as of 
August 1956 — rehabilitation of 102 
cases had been instituted and 86 of 
these had been completed. The total 
compensation cost of these cases, if 
not rehabilitated, would, it is esti- 
mated, be $8,449,891. 

The total compensation cost of 
these cases, after rehabilitation, is 
estimated to be $4,835,273. 

The difference between the two is 
$3,614,618. 

But cost of rehabilitation on these 
cases was $895,415. 

The net saving is estimated to be 
2,719,203. 

“The point is,” Hanson says, “that 
while the greatest reward is to see 
people made self-sufficient and useful 
again, this accomplishment coincides 
with impressive financial economies. 
It means that so far as the insurance 
company’s costs of rehabilitation 
services are concerned, they are more 
than matched by the dollar savings 
achieved.” 

Then why, we asked, is Liberty 
the only insurance company with 
such a program? 

“Why,” he asked in return, “were 
the Russians first with Sputnik?” 

Actually, he pointed out, the cost 
of instituting such a program is vast. 
This has stopped all but the larger 
companies from even contemplating 
a similar one. But the day is coming, 
he believes, when the majority of Lib 
erty’s competitors will have to recog- 
nize that it is only smart business to 
restore as many as possible of its com- 
pensation cases to productive lives. 

And the best way to do it is through 
rehabilitation programs like Liberty’s. 


The End 
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TROY, NEW YORK 


EFFECTIVE BUYING INCOME 


IS UP $26%2 MILLION 


TOTAL RETAIL SALES 


ARE UP $10'2 MILLION 


THIS IS THE STORY OF MARKET GROWTH 
IN THE TROY, NEW YORK CITY ZONE 
WHERE 130,100 CONSUMERS RESIDE. 


(INCREASE IN FIVE YEARS .. . FROM SALES MANAGEMENT 
NOV. 10 ISSUE.) 


FOOD SALES ARE UP 14%, 
GENERAL MERCHANDISE SALES ARE UP 66°, 


BE SURE TO INCLUDE THIS HEALTHY 
MARKET ON YOUR SCHEDULES. 


We Now Have Full R.O.P. Color. Write For Our Rate Card. 
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NEWSPAPERS 


THE TROY RECORD THE TIMES RECORD 
TROY, N. Y. 
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BUSINESS MAGAZINE 
ADVERTISING VITAL TO 
TEXAS INSTRUMENTS 
RAPID GROWTH 


S. T. Harris, Marketing Vice President, 
tells how Texas Instruments Incorporated 
has Two Uses for Business Magazines 


“It’s been only a few years since we began to use the power of 
advertising .. . all in business magazines. Subsequent to our first 
campaign, sales more than tripled in the product areas covered by 
the advertisements. 

*‘We always had urged our own people to use business magazines 
to keep abreast of new technical developments and rapid engi- 
neering advances. We believed that, by putting our products and 
services before the markets we must reach, we could serve our 
customers in the same way. The resultant customer acceptance 
and tremendous sales increase show how well business magazine 
advertising helped us disseminate information on the specialized 


products we offer.”’ 


IF WHAT YOU MAKE OR SELL is bought by business and in- 
dustry, you'll find that consistent use of business magazines will 
help you “‘mechanize”’ your selling. After advertising has made 
contact with potential customers, your sales people can devote 
themselves to their proper work—making specific proposals and 


closing sales. You wiil find that the best way to “‘mechanize”’ your 
selling —at the lowest cost —is by concentrating your advertising in 


the McGraw-Hill magazines serving your major markets. 


McGRAW-HILL PUBLICATIONS 


McGraw-Hill Publishing Company, Inc. ‘MD: 


° 


330 West 42nd Street, New York 36, New York 
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New Faces Appearing in Just Two Years 


The figures are from Census Reports for 
1954 and 1955, but the percentages for 
1957 and 1958 will be almost parallel. 


Are You Reaching 


The “New Faces’ 
in Your Markets ? 


By GERALD T. ARTHUR 
Vice-President, Media Director 
Fuller & Smith & Ross, Inc. 


This year, an estimated $272 bil 
lion worth of consumer goods and 
services will be sold on the premise 
that national advertising is an essen 
tial and the only low-cost method of 
maintaining national brand name re« 
ognition., 

A curious transformation is taking 
place in the marketing methods used 
to achieve this near-record sales vol- 
ume: The American buyer of con- 
sumer goods and services is becoming 
more and more ambulatory and the 
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How many new people have entered your mar- 
keting areas in the past year? Do you know? You 
should, because our ever-shifting population is 


making the “new faces" concept of markets a 


advertiser who wants to reach him 
has to set his sight objectives in wide 
focus to keep up with him. 

Words like “suburbia,” “exurbia,” 
and now “interurbia” have been used 
to describe what's happening to peo- 
ple and communities and sociological 
attitudes in this shift in population. 
New faces in many new market places 
represent new sales prospects, whether 
those new faces belong to natives who 
have grown up to marketing age or 
whether they belong to people who 
have moved in from another market 
area. ‘The number of new faces in a 
market is, therefore, as important as 
the overall growth of the market. 

Behind the U.S. Census Bureau 
reports on population growths lies a 


vital factor in effective advertising and selling. 


subtle clue for the advertiser who 
wants to know where his customers 
are and where to reach them. In- 
migration and out-migration, in the 
overall population shift and growth 
pattern, largely offset each other. 
That means that the advertiser who 
does only a local selling job will lose 
customers among the people who 
move out of his market area. In re- 
turn, he gets new prospects among the 
people who move in — prospects who 
may have been using another brand, 
quite possibly a nationally advertised 
brand, and who must be sold away 
from that brand before they can be 
sold into trying a new or unfamiliar 
brand. 


That simply means that nothing 
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Are you overlooking this 
important business convenience ? 


This is for the man who flies in order to 
get more done in the course of his day 
... who looks to the telephone and the 
dictating machine to transmit his 
thoughts. 

For this is the man to whom films are 
an important business tool—the man to 
whom the convenience of a Kodascope 
Pageant Sound Projector, 16mm, means 
much. 


TIME SAVERS 


With a Pageant there’s never any fuss or 
fumbling, no matter who’s running it. 
Reel arms fold out; drive belts are at- 
tached. To thread, just follow the path 
printed right on the machine. The plug 
is always at hand, no searching for it. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.Y. 
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And with single-switch reversing, you 
can check jucus, framing and sound 
be ready with the opening scene in a 
matter of minutes. 


READY TO GO 


A Pageant helps keep your busy schedule 
flowing right along because it’s /ubri- 
cated for life. This ends the most com- 
mon projector problem—improper oil- 
ing and resultant schedule disruptions. 


GOOD SHOW, TOO 


And the reason for all this fine machin- 
ery—the movies? They come through 
with a sparkling brilliance that preserves 
every detail, keeps your audience in- 
terested. 


Sound is excellent, too, because the 
Pageant has a complete sound system 
separate bass and treble controls—in 
15-watt model—plus an independently 
housed baffled speaker. 

P.S. The Pageant with speaker that fits 
into a single case is really portable, 
measuring and weighing about the same 
as a man’s suitcase. 


Put all the facts about Pageant convenience 
and performance at your fingertips. Send for 
free Bulletin V3-22. No obligation, of course. 


IT’S HERE! 


CONVENTION 
FACILITIES 
ISSUE 


Part 2 
of this issue of 
Sales Management 


This big, special issue is de- 
signed 4 the man who is re- 
sponsible for selecting meeting 
sites, exhibit builders and sup- 
pliers of convention and exhibit 
services. (It's a mighty handy 
guide to select hotels for per- 
sonal travel, too.) 


CONVENTION 
FACILITIES 
ISSUE 


provides facts on... 


“ Convention Facili- 
ties Data On Over 
800 Hotels 


Meeting and Exhibit 
Facilities Data on 
Over 120 Auditori- 
ums 


Lists of Suppliers of 
These Products and 
Services: 


* Trade Show Exhibits 


* Booth Backgrounds 
and Furniture 

* Audio-Visual Aids 

* Industrial Theater 

© Entertainment 

* Convention Photog- 
raphy 

® Models 


Be sure to save this special 
directory for your meeting 
and exhibit plans through- 
out 1958. 


short of a sound national advertising 
program can keep pace with the rov- 
ing consumer and consistently furnish 
uniform coverage of this constantly 
changing market. 

About one out of every five people 
in the U.S. changes residence every 
year. Many of those moves are with- 
in the same community, but from 5% 
to 7% of those who move in the 
course of a year move from one mar 
ket area to another. The degree of 
marketing significance hiding in those 
mobility figures may be measured 
against a total population growth of 
only about 2% annually. 

Accompanying chart shows that 11, 
425,000 new faces have appeared in 
the four broad geographic areas of 
the country. But during the two-year 
period involved in this study, the 
Census Bureau reported a total popu 
lation growth of 6.2 million, so that 
means that nearly 5.2 million of the 
new faces belonged to out-migrants of 
one region who became in-migrants of 
another region. Since these figures 
concern only one of four migrants, it 
is easy to see that these population 
figures don’t tell the whole population 
shift and marketing story. 


Migrating Market 


Aside from sheer volume of new 
faces and mobile, purchasing, con 
suming bodies, the figures also tell 
something about the quality of the 
migrating market. 

Younger people move more often 
than older ones do. (In the 20-24 
age group, rate of movement is four 
times that of the 65-year-old group.) 

‘The more highly educated move 
more frequently than the less edu 
cated, and the rate of movement 
among high-income people is higher 
than that of low-income people. 

This national mobility is accom 
plishing one important thing, for the 
advertiser, at least: It is eliminating 
to a great degree the peaks and val 
leys of high- and low-income regions 


of not so very many years ago. It is 
helping level off the economy at a 
relatively high-income, high-purchas 
ing.plateau in which more people buy 
more goods and services. This has 
been especially notable in the renais- 
sance of industry in the South where 
per capita incomes have increased 
more rapidly than the average. 

Not only is the population shift re 
locating and evening off the buying 
power and the incomes of the mi- 
grants, but it is changing the face and 
the marketing viewpoints of the urban 
areas within broader geographical and 
sectional areas. 


Reflected in Suburbs 


Thus “suburbia,” ‘“exurbia” and 
“interurbia” take on real meaning for 
the advertiser. In the 168 standard 
metropolitan markets defined by the 
Census Bureau, there was a 14% 
population increase between 1950 and 
1955. In the central cities within 
those areas, the increase was only 4% 
for the same period. Roughly 84% 
of the total metropolitan market 
growth within that same five-year pe 
riod was accounted for by the subur 
ban areas. 

Media, specifically mass magazines, 
have followed a growth pattern that 
closely parallels that of population 
trends, In the metropolitan markets, 
for instance, there has been an 11% 
circulation increase overall, 2.2% in 
the central cities and 27.1% in the 
suburbs. Of the total metropolitan 
market growth in circulation, 86% 
overall is traceable to the suburban 
reader. 

‘To the advertiser who must reach 
this ever-changing consumer market, 
it should be heartening to see how 
partly by design and partly because 
their readers direct their destinies 
the mass national media are keeping 
pace with the shifts in population and 
are, therefore, maintaining close and 
constant coverage of the national 
market. The End 


About Author Arthur 


Gerald T. Arthur is Vice-President 
and Media Director of Fuller & Smith 
& Ross, New York. His career as a 
meteoric mediaman began soon after 
he graduated from Harvard and pre- 
sented himself and his shiny new A.B. 
sheepskin to Peck Advertising’s media 
director. Two years with Peck as 
media buyer, four more with Campbell- 
Ewald, and he joined FSR’s New York 
media staff. One year later, in 1954, 
he was named Media Manager and in 
July, 1957, was elected to a vice presi 
dency and made Media Director. 
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here's a man’s bag with a dual personality 
yo side fer. + + working hours. Ahi ade 2 fer + + living. A big conrpatt: 


Three big file pockets hold conference notes, ment with plenty of room for a couple of 
correspondence, sales literature, catalogs, : days’ linen, neckwear, toilet articles, etc 
etc. A full center flap keeps clothes Center flap keeps this compartment 
compartment concealed during concealed even when case is opened. 
your business call. 


Top grain cowhide, several 
styles and colors 

17” or 18” Le neths 

and 4", 5” or 6” 

widths. Solid leather 

handle, reimforced 

corners, afely lock Ai all 
Luggage and Department stores 


We make custom-built bags ror 
your entire organization, Write 
us for your nearest dealer's name 


for free quotations 


Leather Goods Co., Inc. 


Cincinnati 25, Ohio 
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is the size we use for the Growing Greensboro Market!” 


Folks wax enthusiastic about the Growing 
Greensboro Market and even more so about 
the penetrating coverage of the Greensboro 
News and Record in this big, diversified 12 
county ABC Retail Trading Area which ac 
counts for one-fifth of the state’s $4 billion 
annual retail sales. Place your schedule in 
the Greensboro News and Record. Over 
100,000 Circulation Daily Over 400,000 
Readers Daily. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


Greensboro 
: News and Record 


GREENSBORO, NORTH CAROLIWA 


Seles Management Figuees Represented by Jann & Kelley, Inc. 
*eeee@eesec¢seestcf5e#e#e#+§eeee#eeeee¢ecoeeeeegeee@e###ee#ee#e##e#e#e#e#e#e#@¢@ 
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PoOoBLIC NOTICE: 


Signs are unmistakable. Milwaukee audiences and advertisers alike love wxIx. 


Typical object of affection is wx1x weathergirl Judy Marks, whose regularly 
scheduled five-minute forecast—Judy and the Weather—is a rain-or-shine must 
for Milwaukee families. A must for sponsors, too! Writes Donald E. Semling, 
president of the R-O-W window manufacturing company: “This wx1x renewal 
speaks for itself. Judy has given us sustained sales help we have long sought 

in the Milwaukee market. Dealer response has been so enthusiastic that we fee/ 


wxIX and Judy must be part of our operation from now on.” 


Become a WxIx booster yourself. You'll find Milwaukee’s high regard for wx1x 


(and vice versa) creates the perfect climate for profitable selling. 


Channel 19, Milwaukee « CBS Owned « Represented by CBS Television Spot Sale WA7 Se ae 


FREE! | 


The Idea 
Starter Kit 
that will 
help you 


TOOL UP YOUR 


SALES PROGRAM 


for extra efficiency 
and new sales records! 


The greater your company’s sales 
problem the greater your oppor 
tunity! And Perrygraf can help you 
cash in on that opportunity with a 
handy, accurate, inexpensive sales 
tool that will 

© Get more qualified inquiries...to build 
cream prospect lists 

Make salesmen more productive 

Give salesmen a useful "door opener" 
and “conversation piece” 

Inject your product for consideration at 
the buying moment 


© Add related items to orders 

® Make your sales story easy to grasp 
and remember 

* Funnel demand to standard sizes and 


styles 

© Keep the product sold 

When you produce results like this 
for your company, you're doing your 
job better. And that should make 
your job better 

Actually, it’s easy to put a Slide 
Chart to work for your company. 
Perrygraf, originator and leader of 
the Slide-Chart field, handles the job 
from start to finish. You outline your 
sales problem...supply data sheets, 
catalog pages, engineer reports, or 


Attractive FREE KIT! 

Actual Samples! 

Handy Plan Sheet! 
MAIL COUPON 


NOW! | 


JUST 
PULL 
A SLIDE 


OR TURN 
A DISC 


What IS a Slide-Chart? 

A Perrygraf Slide-Chart, at the pull 
of a slide or the turn of a disc, gives 
information needed to specify your 
product. Onesimple operation selects 
the right item...solves essential 
engineering or mathematical prob 
lems...shows how your product 
operates. 


whatever,...and Perrygraf takes it 


from there. 

Get the complete story in Perry 
graf’s Slide-Chart Idea Starter Kit. 
You'll get actual Slide-Charts...case 
histories of their use...and a handy 
form for outlining what you want 
your Slide-Chart to do for you. It’s 
yours without cost. So mail the 
coupon today! 


PERRYGRAF Corp., Dept. S-117 

150 S. Barrington Avenue, Los Angeles 49, Calif. 
Please mail me your free Idea Starter Kit—with 

actual samples of Perrygraf Slide-Charts as used in 

my industry. 


PERRYGRAF ‘Sam sgn: 
. : COMPANY 
SLIDE-CHART 
Quick Facts for Stronger ADDRESS __. — 
CITY & ZONE — — STATE 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Alliance Mfg. Co., Inc. ... 
Charles Attig appointed sales man 
ager of Sessions Clock Division. 


Chrysler Corp. .. . 

Leonard M. Call 
merchandising manager of Chryslet 
Airtemp Division. 


joins firm as 


Detex Watchclock Corp. ... 

Richard C. Smith, at, elected v-p 
marketing ; newly created post. Smith 
was national sales manager. 


General Dynamics Corp. ... 
Leon Knize joins Stromberg-Carl 
son Division as sales manager of high 


fidelity components. 


Good Humor Beverage Corp. . 

Robert A. Whatley becomes sales 
manager; to handle national sales of 
new Good Humor soft drink. 


Max Factor & Co.... 


Lee Rosene receives new post of 
director of United State sales. 


Minute Maid Corp... . 
Howard G. Dick appointed dire 
tor of advertising and marketing ; new 


post. 


Olin Mathieson Chemical Corp... . 

Laurence E. Russell becomes di 
rector of marketing for Organi 
Chemicals Division. George A. Wa 
terman joins company as director of 
product sales and engineering for Olin 


Aluminum. 


Park Drop Forge Co... . 
] dward \. Baley elevated to sales 
manager and assistant general man 


ager. 


Pittsburgh Coke & Chemical Co... . 

Jack M. Murray 
newly created position of director of 
marketing, Green Bag Cement Divi 
sion. Richard C. Rial succeeds him 
as Division sales manager. 


advanced to 


Purex Corp. Ltd.... 
John B. McLaughlin 


sales. 


made v-p 


Thatcher Glass Mfg. Co., Inc... . 
Robert H. Behrens named adver 
tising and sales promotion manager of 


McKee Division. 
Union Carbide Corp... . 


Irving Brown, Jr., becomes man 
ager, gem sales of Linde Co. Divi 
sion. 
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Tailor-made carton service by Gair 


Hifla} Jide epi rtiy 
Uf riliiift tj 
£i iy if thife 
hi it} HHH Phe 
/ jit +4 ; 1 


Gair Ss uniquely constr ted gill-pockoge mer 


chandiser for Mission-Pak Chee 
foldina boxboord, book-desianed 
package. Distinctively beavtif 


inner packs protect freshne 


Gair has a proven flair for creating cartons that sell. Gair Service r] 
is also i proven asset to itished customers ever vhere 1) ove! 
} 


Prag how your product can be even more of a prize in a package by Gait 1pio# mont 4 
Bs call your Gair representative or write Gair, toda pacnnst ot ) 
) ‘ / 
® 
GATRR creative engineering in packaging 


BOXBOARD AND FOLDING CARTON DIVISION OF CONTINENTAL © CAN COMPANY 
530 FIFTH AVENUE, NEW YORK 36, N 


Trademark Mystik Kegimtered 
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WE'VE GOT WHAT IT TAKES 
TO GET YOU 
OFF THE HOOK 


If you are hung-up over 
Merchandising at the Point-of- 
Sale—we would like to get you 
back on firm footing with solid 
down-to-earth help. 


First of all, we are specialists. 


For more than half a century, 
Chicago Show has devoted its 
\ talents to one phase of advertising: 
‘ \ Producing merchandising 
programs that sell hard at the 


point-of-sale. We like to think of 
ourselves as a ‘‘House of ideas,”’ 
converting sound sales ideas into 
dynamic merchandising programs 
designed to increase traffic at the 
retail level—yet tied in closely with 
your overall promotion scheme. 
Our nation-wide staff of experts 
want to sink the/r hooks into your 
point-of-sale problems. We can 
follow through on every detail— 
from idea conception to job 
completion—for a single display, 
or a year-round display program. 
How about talking your probiems 
over with us today. We'll show 
you how to get action where 
it counts— at the cash register. 


Merchandising the POINT-OF-SALE 


® Lithographed displays for indoor and outdoor use *® Animated Displays 
® Cloth and Kanvet Fiber Banners and Pennants ¢« Mystik® Seif-Stik Displays 
© Mystik*® Can and Bottie Holders ©¢ Mystik*® Seif-Stik Labels e Squee-zei* 


* Econo Truck Signs ¢ Bookiets and Foiders * Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2660 N. KILDARE, CHICAGO 39 


Where to Obtain Data, Figure Quotas 
For Your Industrial Distributors 


Does it pay manufacturers who sell to industry to go to 


the trouble and expense of supplying their distributors 


with sales quotas? Do quotas help to increase sales? Do 


distributors want quotas? How will they use your quotas? 


By ARTHUR H. DIX, 


Vice-President of Research 


Conover-Mast Publications, Inc. 


To get the answers to the above 
questions, a national cross section of 
industrial distributors was recently 
surveyed by Mill & Factory. 

Question No. 1 was, “Do you find 
sales quotas, as furnished by manu 
facturers, useful?” “Yes,” said the 
majority—about three out of five, 
58%. 

But distributors are not satisfied 
with the way most quotas are com 
puted. When asked, “On the whole, 
do you find sales quotas soundly 
worked out ?”, only 44% said “yes.” 
“Sometimes,” said 5%; “no,” said 
51%. Typical comments: 


“A sales quota is naturally a goal 
to attain and acts as a stimulant to 
greater sales efforts.” 


“We welcome good quotas.” 


“Manufacturers are missing a bet. 
Quotas work very effectively with 
our own salesmen. See no reason why 
they would not work effectively on 
the company level.” 


“Quotas are very useful if care 
fully planned and realistic.” 


“We wish more of our suppliers 
would furnish quotas and make the 
figures more realistic.” 


Distributors find quotas valuable 
—but they want them to be soundly 
based and they would like to know 
how the quotas are calculated. 

Just how are manufacturers fig 
uring quotas for distributors? 

An abrasive manufacturer bases 
distributors’ quotas on sales for the 
preceding three years, plus a 5% in 
crease each year. He is in a field 
where total sales of the entire indus 
try are known. ‘Thus he is able to 
estimate for each distributor what 
the proportion should be of national 
sales. 

This manufacturer also provides 
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each distributor with a_ forecasted 
guota for the following quarter. At 
the end of each quarter, when the 
distributor’s purchases and total U.S. 
purchases are known, the distributor 
is given a revised figure. 

The three-vear sales formula is 
also used by a power transmission 
equipment manufacturer. He assigns 
a weight of 50° for the most recent 
vear, 30% for the previous year, and 
10°> for the earliest of the three 
years. ‘That makes 900. ‘The other 
10% is determined from the Ameri 
can Supply & Machinery Manuta 
turers’ Association’s biennial survey 
“Distribution of Industrial Supplies. 
The ASMMA is an association of 
manufacturers who sell wholly or 
partly through industrial distributors 
This weighted average is then modi 
fied by a “growth factor’ based on 
estimated population changes. ‘This 
formula results in a quota for a given 
district. Each district manager then 
has the responsibility of allotting it 
among distributors in the area. 

A manufacturer of fasteners has 
obtained from a cross section of his 
distributors a breakdown of sales to 
each appropriate manufacturing group 
shown in the Standard Industrial 
Classification Manual, as prepared by 
the U.S. Bureau of the Budget. The 
SIC Manual, a clothbound volume of 
433 pages, can be obtained by sending 
$2.50 to the Government Printing 
Office, Washington 25, D.C. 

‘The manufacturer makes the analy 
sis down to a four digit level. Exam 
ple: SIC major group 35 is “Ma 


chinery, Except Electrical. Sub 
group 354 is metal-working machin 
ery. A still finer subdivision 354] 


(the four-digit subdivision )—is ma 
chine tools. 

He translates the sales figures ob 
tained from distributors into terms of 
so much potential per 100 employes 
in each SIC four-digit subdivision 


He then figures out sales potentials 
for 160 industrial trading areas. In 
terestingly enough this manufacture 
does not allot the potential among 
his distributors in each trading area 
where he has more than one distribu 
tor. He gives each an estimate of 
total available business for the trad 
ing area 

\ cutting tool manufacturer fur 
nishes each district manager with 
trading area potentials, plus statistics 
on past sales, area sales forecasts, ete 
Ihe district manager, sales represen 
tative, and distributor manager then 
work out a quota tor the individual 
distributor. 

A manufacturer of portable electri 
tools uses a combination of these four 


indexes 
1. The ASMMA Survey 


2. U.S. Census report of Machin 
ery and Equipment Distributor Sales 


3. Value Added by 


U.S. Census 


\lanufacture 


+, Number of employe in Manu 


facturing —U.S. Census 


After a quota has been worked out 
for an area, it is apportioned among 
different distributor 

He says, ““We believe a thorough 
understanding of our market poten 
tials is a prime requisite for the most 
productive field sales activity 

‘There are about as many methods 


of figuring quotas as there are manu 


facturers figuring them. [he com 
monest way, and the easiest, is to take 
last year’s sales figure, add or 10% 
for expansion and price increases, and 
there you are. But quotas based on 


sales records alone may conceal a poor 


sales record or infairly penalize a 
good one as sur h q iotas do not take 
into consideration different rates of 
growth in different area I he aria 
tions are, in} Many Case pronoun ed 

Let's see how the indu trial market 
has shifted since prewar, using manu 


yardstick: 


REGIONAL ‘GAINS 
IN MANUFACTURING EM 
PLOYMENT, 1956 OVER 1939 


facturing employment is a 


Pacifi 135% 
West South Central 115% 
Mountain 919, 
West North Central PAL, 
Kast South Central 18% 
Kast North Central 62% 
South Atlanti 1% 
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REMARKABLE ROCKFORD 


ILLINOIS 


IN DEPARTMENT 
STORE SALES 
INCREASE 


FIRST 4 MONTHS 1957 . . « MORE PROOF THAT 

up over 19% same ROCKFORD IS EXPANDING 
N io esi 

PERIOD 1956 ON ALL FRONTS AND IS 


(National Average only 2%) THE No.1 CITY 
hoodie sal IN ILLINOIS 


A REMARKABLE 13 COUNTY MARKET OF HALF A MILLION PEOPLE 
COVERED COMPLETELY BY ONE MEDIA 


pur =" ROCKFORD MORNING STAR 
AT THE Tor IW ILLINOIS Rockford Register-Republic 


; ; Represented Nationally hy BURKE, KUIPERS & MAHONEY, INC, 


“HERALD 
ADVERTISING 
PAYS OFF 
for US,” 


... 8ays Bob Smith, 
Robert Smith Mercury, Inc. 


“Over the years we've tried a variety of advertising media, but ex- 
perience has proved that a good-sized ad in The Herald's big Sunday 
Sports Section gives us more results for our money than any other 
single medium. 


"Herald ads pull customers into our showrooms from ‘not only Grand 
Rapids but many surrounding communities as well, And that's why we 
always concentrate our local promotions in this newspaper.” 


eT ih) Che Grand Rapids Herald 


Member of Federated Publications 


Furniture Capital 


(> REPRESENTED NATIONALLY BY 
of the World 


SAW VER -FERGUSON-WALKER COMPANY 


‘a = r, 1 oa al eS SS 
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Middle Atlanti 349% 


New England 23% 
UNITED STATES 58% 
You will notice that New England 


is up about one-quarter, 23%. ‘The 
West South Central States lexas, 
Oklahoma, etc. have more than 
doubled, and the Coast is 2-1/3 times 
aS important as it was in 1939 

So if your sales to your New Eng 
land distributors are up a third, in 
constant dollars, over °’39, you are 
making a decidedly better score 
against potential than if your Coast 
sales have merely doubled, against a 
market increase of 135%. 

The ASMMA study reveals that 
California is now No. | in sales 
through industrial distributors, with 
9.7% of the national total. It edged 
out New York State, with 9.5%. 

Past sales records have their uses 
but they also have their limitations 
in finding out what is par for the 


course today 


Industry Leaves Cities 


Another significant industrial mat 
ket shift is away from the big cities. 
ASMMA surveys show that indus 
trial distributors in the first 100 cities 
accounted for 85% of the total sales 
in 1940. But by 1956 the big city 
share had dropped to 74%. 

Employment figures, as well as 
ASM MA surveys, record these shifts 
There is no single perfect industrial 
market yardstick, ' but employment 
figures are one of the handiest. One 
of the most useful compilations of 
them is found in “County Business 
Patterns,” issued by the U.S. De 
partment of Commerce, and based on 
Social Security tax returns, 

County Business Patterns show you 
county by county, the number of 
plants in each industry, broken down 
by size groups—I! to 3 employes, 4 to 
i, ett. plus total employment in 
each industry same for utilities 
mines and other parts of the overall 
industrial market. You get an X-ra\ 
picture of a parti ular area 

‘Take, for example, Hamilton 
County, Ohio, in which Cincinnati is 


located. ‘There are 1,707 plants in 


this county, with an employment of 
159,300. In a particular industry 
SIC 35, Machinery except Electrical 

there are 210 plants, employing 
24,900. Forty-three of those plants 
have 100 or more employes. 

What kinds of machinery plants? 
You get a three-digit breakdown—73 
of the plants make metalworking ma 
chinery, 3 make onstruction and 
mining machinery, et 

Hamilton County has 1,654 con 
tractors 138 service organizations 
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and 475 public utilities — also 386 
beauty parlors and barber shops, 57 
funeral parlors and 61 liquor stores. 
You get a remarkably exact picture 
of the county. 

The Cincinnati metropolitan trad- 
ing area is made up of Hamilton 
County, plus Campbell and Kenton 
Counties, Ky. Corbine the figures 
for the three, or include any others 
you want to, and you have an excel- 
lent base on which to start figuring 
how much business you ought to be 
getting out of the Cincinnati area. 

There's only one catch to this. The 


other one is in the making, to cover 
1956, and is promised by mid-year 
1958. 

‘The complete set of County Busi- 
ness Patterns, covering the entire 
country, costs $11.75. ‘This you get 
from the Government Printing Office, 
Washington 25, D.C. 

Meanwhile, the latest Census of 
Manufactures, covering 1954, gives 
you in the set of “MC”’ bulletins the 
number of plants, employment, value 
added by manufacture, etc., not only 
in each major county but also for each 
industrial trading area of any impor- 


latest analysis is dated 1953. But an- 


tance, divided by industries. ‘There is 


Where To Get Help in Working Out 
Industrial Sales Potentials 


1, “Analysis of Distribution of Industrial Supplies.” Gives sales 
percentages for six major groups of products sold through in- 
dustrial distributors—for 141 industrial trading areas. Obtainable 
from the American Supply & Machinery Manufacturers Associa- 
tion, Keith Bldg., Cleveland. Price $5 to members, $100 to 
non-members. 

2. “County Business Patterns.” Employment and number of 
units in every industry and business in every county of any 
industrial importance, divided into employment groups. Govern- 
ment Printing Office, Washington 25, D. C. Price $11.75. 


3. “The 1954 Census of Manufactures—Set of state ‘MC’ 
bulletins.” National set costs $10.55. Government Printing Office, 
Washington 25. 

4. SALES MANAGEMENT'S “Survey of Industrial Buying 
Power,” price $1. SALES MANAGEMENT, 386 Fourth Ave., New 
York 16, N. Y. 

5. “Basic Market Data.” The Iron Age, Chestnut and 56th Sts., 
Philadelphia, Pa. 

6. “Survey of the Metalworking Industry.” Steel Magazine, 
Penton Blidg., Cleveland 13, Ohio. 

7. “McGraw-Hill’s Industrial Survey.” McGraw-Hill Publishing 
Co., 330 W. 42nd St., New York 36, N. Y. 

8. “industrial Market Analysis.” Based on County Business 
Patterns and industrial marketing map. Mill & Factory, 205 E. 
42nd St., New York 17, N. Y. 

9. “Industrial Distribution and Marketing.” Map showing in- 
dustrial activity by counties and number of distributors in each 
county. Industrial Distribution, 330 W. 42nd St., New York 36, 
N. Y. 

10. “Inventory of Machine Tools.” American Machinist, 330 W. 
42nd St., New York 36, N. Y. 

11. “Wholesale Trade Sales by Class of Customer.” Sales 
figures for each class of distributor in each major trading area, 
as shown in the 1954 U.S. Census of Business. Government 
Printing Office, Washington 25, D. C. Price 40c. 

12. Tables showing average annual purchases of cutting tools 
and certain other industrial products, per 100 employes, in each 
industry. Mill & Factory and Purchasing Magazine—Conover- 
Mast Publications, Inc., 205 E. 42nd St., New York 17, N. Y. 

13. “Marketing Research Bibliography.” List of useful sources 
for market analysis aids. National Machine Tool Builders Asso- 
ciation, 10525 Carnegie Ave., Cleveland, Ohio. Price 15c. 

(This is only a partial list. Trade associations and 
business magazines often have studies that are valuable 
in working out sales potentials, and it is wise to 
consult these sources.) 
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a frank 
answer 


to a question 
many 
industrial 
marketers 


are asking... 


see advertisement 


starting on page 53 


THIS YEAR—GIVE 
SOMETHING DIFFERENT 


The Midget Presto 
Fire Extinguisher 


Build permanent good will, give a gift that 
will be remembered and appreciated for years 
Get enthusiastic “thank you's’ from customers, 
prospects, employees, suppliers by giving the 


Midget Presto Fire Extinguisher, the first 
practical extinguisher for general use more 
than 3,000,000 already sold, So amali, it fita the 
palm of ycur hand—«o powerful, it enuffa out 
fires more effectively than extinguishers severa! 
times ita price, size, and weight Contains 


miracle new Chemical (C. B.) developed during 
World War II. Available with labels displaying 
your name and trademark, Ideal for home 
businesses, factories, boata, farms, institutions 
etc. Amazingly low priced in quantity. Already 
used by cormpanies like General Motors, Mortor 
alt Oo Dow Chemical, many government 
agencies, utilities, others till fresh, new, ex 
citing, and definitely different from the usual 
Send letterhead for facta and price 


MERLITE INDUSTRIES, INC. 
(Presto Division) Desk P-124A 
114 E, 32nd St., New York 16, WN. Y. 
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bulletin for each state. 
Price per bulletin ranges from 15c to 
$0c. ‘The national set costs $10.55. 
Send your order and check to Gov 
ernment Printing Office. 

Still another analysis of this kind 
is SALES MANAGEMENT'S 
of Industrial Buying Power,” dated 
July 10, 1957, ‘This tells you how 
many plants are in each county and 


a separate 


“Survey 


in each SIC group. It also gives an 
estimate of 1956 employment in each 
industry for each county. Price is $1. 

Another marketing aid is the Mill 
Ef Factory Industrial Market Analy 


‘1 based on Social Security returns. 


shows what percentage the overall in- 
dustrial market is in each of the 273 
major industrial counties that repre- 
sent about four-fifths of the national 
industrial market. ‘he same infor- 
mation is shown in map form. 
Figuring out reasonably sound sales 
quotas is hardly an exact science. For 
one thing, you are dealing with a con- 
stantly changing base. ‘The industrial 
market is never exactly the same 
from month to month, or even from 
day to day. So there is no point in 
attempting decimal point 
On the other hand, if quotas are too 
crudely worked out, your distributors 


exactness. 


An Eastern distributor who has 
had outstanding success with his own 
quota system, says, “I will not con- 
sider handling any new line unless | 
am shown a sound survey of the mar- 
ket for it in my territory.” 

How do you go about working out 
sound quotas? Your problem is hard- 
est if you manufacture heavy capital 
goods. ‘The purchase of a machine 
tool or an industrial power truck can 
be deferred. Business sentiment is a 
major factor here. It is easier to work 
out reasonable quotas for products 
that are used up, such as cutting tools, 
abrasives, lubricants, and so on. 


Using employment as a yardstick, it won't have much confidence in them, One method that is commonly used { 
is to analyze sales records and to get 
actual purchase figures from buyers 
who are willing to cooperate, and 
then work out a figure for each indus 
try representing average purchases 
per 100 employes. With County Busi- 
ness Patterns (or another source) 
giving employment in each industry 
and in each county, working out the 
total is simply a matter of multiplica- 
tion and addition. 


How It Works 


Where the convention season never ends... 


A manufacturer of fire-fighting 

a gio, equipment has employed this method 

for the past 10 years as the base for 

an outstandingly successful sales 

oi quota system. By analyzing sales, he 

has arrived at a sales index figure, per 
1,000 employes, for each industry 

high for a high fire-hazard industry 

like petroleum refining, low for as 

low-hazard industry like steel-mak- 

ing. With employment figures avail- 

able for industry in every 

county, working out sales quotas for 

any territory is easy for him. 


Combining the finest, most modern ac- 
commodations for business meetings with 
unexcelled sport and recreational facilities, 
The Greenbrier offers an outstanding loca- every 
tion for your next convention. The Green- 


brier’s newly completed, air-conditioned But that is just the beginning. ‘The 
next step is determining what share 


West Wing provides meeting rooms for 
. of the total available business you can 


groups up to 1000 and includes such 


reasonably expect. Here you run into 
than arithmetic. Of 
course, if you are in a field where 


. a brand new auditorium opinion rather 


. the latest P. A. 


features as . 


‘ ‘ i] ‘ > 
d 2 foot stage... . 
with “ 4 i t age sales higures are pooled, you are ina 


systems and projection equipment... a favored position. ‘The next step is 
‘ - , apport { thre a i f 
theater with CinemaScope screen . . . and ipportioning the quota among dis 


tributors, where you have more than 
superb arrangements for banquets. Don’t one in a territory. Again, this is ne 
essarily a matter of judgment rather 
than mathematics. 

As so frequently happens, the fire- 
fighting equipment manufacturer finds 
his strong distributors often have sales 
far in excess of quota. He tells those 


distributors what their true quota is, 


overlook either, the marvelous sports and 
recreational facilities, the courteous serv- 
ice, comfortable guest rooms and wonder- 
ful dining that have made The Greenbrier 


world-renowned as America’s Informal 


For complete information, address 
Charles L. Norvell, Director of Sates 
The Greenbrier, White Sulphur Springs 


and adds that they have been assigned 
a special quota, which would be the 
true quota, he says, if all distributorss 


Business Capitol. 


CS a8 
SCM MUCE 


West Virginia, or inquire of reservation 
offices at: New York, 17 Bast 45th Street 
wi 4100, Heston 1} Tremont Street 
“A549 1 Beat Wash 


ington Street, RA 60625; Washington 


D, C., Investment Bldg,, RE 7-264 a 


WHITE SULPHUR SPRINGS -* 


Te 
were as successful as they are. 

This manufacturer ascribes the suc- | 
cess of his system in great part to the 
fact that it is logically worked out; 
and easy to grasp. 


; Chieago 


WEST VIRGINIA 
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Everyone who has worked out a 
geographical quota system knows that 
this comment is common, “You say 
there’s so much business for me in say 
the chemical industry in my area. 
Where is it ?”’ The fire-fighting equip 
ment manufacturer accepts the chal 
lenge and answers it promptly by 
consulting an up-to-date card index 
record of all major plants throughout 
the country, compiled from state in- 
dustrial directories and other sources. 

If you use employment as a yard- 
stick in calculating potentials, and it 
is one of the handiest available, you 
also need a sales index. You can work 
out such indexes by surveying repre- 
sentative plants. Some distributors 
have prepared figures of this kind. 
So have some manufacturers. Mil/ & 
Factory and Purchasing magazines 
jointly have obtained annual purchase 
figures from 1,400 to 1,700 plants on 
cutting tools and some other products 
used in industry, and have prepared 
tables showing annual purchases pet 
100 employes for each SIC manufac- 
turing classification. Here is a typi 
cal table this one covering cutting 
tools (twist drills, milling cutters, 
otc..3 2 


ANNUAL PURCHASES 

OF CUTTING TOOLS 

PER 100 EMPLOYES 
SIC 


37. ‘Transportation 


Equipment $4,253. 
35. Machinery 

(except Electrical) 3,994, 
34 Fabricated Metals 1,822. 
38s Instruments 1,692, 


36 = Electrical Machinery 1,462. 
33 ~Primary Metals 1,281. 
39° Misc. Manufacturing 581. 
25 Furniture 501. 
20 Food 356. 
26 Paper 349, 
24 Lumber 344, 
30 Rubber 340). 


28 Chemicals 321. 


32 Stone, Clay & Glass 317 
29 Petroleum 276. 
27 ~=~Printing 185. 
21 ‘Tobacco 146. 
22 ‘Textile 142 
31 Leather 67. 
23 Apparel 51. 


Of course, the more buyers you can 
induce to participate in surveys of 
this kind the more representative the 
purchase index per 100 employes. 

Ofttimes, the sales index per SIC 
group, times the employment, gives 
you a workable yardstick. It is, of 
course, far from perfect, not only be 
cause of fluctuations in industries, but 
because of differences in plants mak- 
ing the same kind of product. Plant 
A, producing garden tractors, may 
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make its own castings and machine 
them. Plant B, likewise making gar 
den tractors, may buy its castings 
already machined. Plant A is, there 
fore, a far larger buyer of abrasive 
and cutting tools than is B. Again, 


one plant may generate its own powe! 
while another large 
making the same product may buy 
Lhe difference 
in potential between the two is con 
And you 


may have to make proper allowance 


equally plant 


central station power. 
siderable if you sell valves. 

But despite these shortcomings the 
sales-index-times-employment formula 


for working out sales quotas is fre 
quently accurate enough tor practical 


purposes and many manutacturers as 
well as distributors are using it su 
Cesst illy. 

In operating a iles quota system, 
it is always a matter of finding the 
happy medium between a system too 

de to be re i onably wccurate and 
one too complex to be understood and 
too cost! fo maintain 


Figuring out O.k.M 


something else 


q iotas mw, oT 
Here 


get down to indi 


course, wan 


ially have to 
You 


the probable output of those plants, 


you us 


vidual plants have to considet 


and the sales of your product in rela 
tion to units to be prod iced 


The End 


You can’t go wrong with 


our right arms... 


TERRITORIAL AND MARKET STUDIES 


Sales Training Programs from A to 
Z including idea-absorbing audio 
visual aids, film transparencies, 
graphics, training manuals, drama 
tized sales situations 

Sales and 
Planned Promotion and Merchandis- 
ing Programs based on fresh selling 
ideas, tailored to your needs 


Visual Presentations 


Territorial and Market Studies to 
disclose most profitable manpower 
coverage, sales control methods, 
prospects buying motives, salesman 
effectiveness. 


Hile-Damroth, is a “shirtsleeve tecm” (in its eleventh year) composed of 
associates with extensive experience in developing and implementing 
industrial and consumer sales programs. 


Give us a call. Our experience and objective thinking is available for pre- 
liminary discussion of your problem for which no fee is involved 


HILE-DAMROTH, INC., 
11 West 42hd Street « 


consultants to management in sales and marketing 


New York 36, N.Y. PEnnsylvania 6-8161 


O Performance: Surest 


ewsweek 


the most efficiently 
in the 


Cost per thousand in 
Total Delivered ABC Circulation 


| lst half 
| 1954 | 1958 | 1956 | 1957 | 


= auemmaedt Same en me 
_) Newsweek | *4.46| $4.60 | *4.51 *4.74 | 
‘Time | 460! 467| 4.73| 484. 
: ee Se a {|__| eat! Serer 
US. News 4.83 | 471! 4.80 


& World Report 
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Guide to Sound Media Selection— 


priced magazine 
newsweekly field 


Cost per thousand in 
Business, Industry, Government Circulation 


|_1984 | 1955 | 1986 | 1987 
( / Newsweek |'5.25 5.48 | *5.38 | $5.49 
Time | 647| 6.53) 6.60) 6.76 | 
Ea, | Sa? 5.92! 5.71| 5.72| 
| Baidu, 0 temas 
Source: Publishers’ Audience Studies 
| eek 
‘news | 7 
the magazine for com.mu'ni.ca'tive people 
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15 MEN’S WEAR RETAILERS compete for business at Quakertown, Sales vol- 


ume runs high. This customer wants to make sure those slacks fit... 


or else! 


Keep an Eye on ‘Farmers’ Markets:” 


Big and Getting Bigger 


The popular name is a misnomer. Some of these roadside 


outlets are now in the ''super’’ class, vending everything 


from shoes and shingles to shares of stock and silverware. 


Why are they attention-worthy? They're demonstrating 


they can cut the cost of distribution at the retail level. 


By ALICE B. ECKE 


Keach year a progressively larger 
cut of the consumer dollar is going 
markets or so-called 
markets Manutacturers 


of consumer goods cannot aftord to 


to road ide 


“farmers’ 


ignore thei yrowing potential, 
Lhe question = 1s: Will 
markets 
markets’ of the future? 
The answer might well be “yes.” 


farmers 


become the “super super 


If the trend continues, the competi 
tive situation at the retail level will 
take still another new tack. Already 
downtown city stores, super markets, 
discount houses, orthodox small-town 


retailers and even shopping centers 
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are reported to be not a little con 
cerned, 

Ihe farmers’ market is not new. 
It has been in existence since Colonial 
days. ‘The term ‘farmers’ market” 
today, however, is at times mislead 
ing; in the operation of many of 
markets, the 
unimportant role. 


the newer roadside 


tarmer plays an 
‘Roadside Department Store” is more 
descriptive. 

roadside market 
is the result of these developments: 
new high 
increased 


The present-day 


growth of urban centers; 
ways linking these centers; 
automobile ownership; modern farm 
ing methods, making it possible to 
produce large quantities of food prod 
reasonable Shorter 
hours in industry and more 


ucts at prices, 


work 


leisure on the part of city residents 
also have helped to mushroom the 
roadside market. 

‘There are four types of roadside 
market operators: 


© Commercial operators who erect 
main 
thoroughfares and rent space to local 
dealers who promote and sell every- 
wears oO! 


huge buildings on or near 
thing the consumer eats, 
uses. 


those 
grown on their 


@® Farmers who sell only 
agricultural products 
own ftarms. 


© Farmers who supplement home 

products with 
commercial prod- 
ucts purchased from outside sources. 


grown agricultural 


farm products and 


© Municipal farmers’ markets that 
provide farmers from every county 
in a state with a direct outlet to con- 
sumers for their surplus products. 


All have their important place in 
our changing economy. They are in- 
creasing in number from coast to 


SALES MANAGEMENT 


coast. And they are encouraging new 
retail selling techniques aimed to give 
the consumer the greatest 
the lowest cost. ‘The development of 
Suburbia—which now ranks ‘as a 
third geographical element in our so 
ciety—is the major contributor to 
this changing economic pattern. The 
roadside market makes it possible for 
the consumer to buy the exact product 
he wants, at the exact time he wants 
it, and in the place he happens to be. 

The most significant benefit to the 


value at 


consumer is lower prices. 
‘The roadside market that is causing 


NEW JERSEY CERTIFIED FARM MARKETS comprise a non-profit association 
to promote the sale of New Jersey farm products through reputable “Tiffany” 
type markets, with the idea of increasing confidence of the consuming public 


the most turor among orthodox mat 
“i3ers is the com 
better still, the 
store,’ that 


keters and merchas 
mercial market, o1 
“roadside department 
sells everything 


meats to ready-to-wear, hard goods 


from groceries and 


toys, dental services and stocks on the 
New York Stock Exchange. 

In 1955 it was estimated that there 
were some 1,000 markets of this type, 
with annual sales well over $1 bil 
lion. As of now, it is estimated that 
these figures have increased sub 
stantially, although there are no data 


available to determine the accurate 


GROSS PROT 


AVERAGE RETA 
OPERATION 


AT ASSOCIATED 
FARMERS MARKETS 


33.3% 


OVERHEAD 
AT ASSOCIATED 
FARMERS MARKETS 


AVERAGE RETA 
OPERATION 


NET PROFIT == 


AVERAGE RETAIL AT ASSOCIATED 
OPERATION FARMERS MARKETS 


= 
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AVERAGE RETA 
OPERATION 


AT ASSOCIATED 
FARMERS MARKETS 


10.4% 


28% | 


number and volume of sales. But one 
fact is acknowledged by 

IL heir 
and a pattern of st ibility 
larmet market 


marketers growth 
emerging 
Ihe modern 


and auction 1s a unique re ail mer 


chandising operation. It represent 


the most profitable elling Opportunity 
merchandiser 


available to retail 


everything in the consumer line 
' 


sold including rocerie \ sore inl 


operated by large uper market 


det is umed nieat 


baked 


ens children ‘ and intant weal 


hain } 
produce goods, men 
accessorie shoe furs dome 
housefurnishings houseware Tu 

ture, hardware, electric and plumbing 
supplic 


jor and 


‘ 


sports equipment 0 ma 
small 
pet and every type 

need ( rhe I 


nclude restaurant 


electrical ippliance 
home i 
provement departs 
beaut hop 
rait photographer optician 

hrubber 
numerou 


In short 


thing a shopper Can cat 


hoe repairer 
den upplie md 
products and service 
wear 61 


I hese 


market also include auction Opel 


available under one . roof 


LOWER OVERHEAD and 


turnover make it possible for dealers 


increased 


at Quakertown to average 17 times 


more profit per dollar of inventory 


17 


SALES 
PLANNING 


HANDBOOK 


The first complete, authentic 
sales analysis of the station- 
ery and office equipment in- 
dustry—exclusively from OA! 


Price $5 


If you sell products for office 
use, you should have this study 
for your sales planning. Write 
or wire today for your copy. 


@  @ 
ffice 
pliances 


600 W. Jackson Blvd. 
Chicago 6, Ill. 


COMING SOON 


"Sixteen Ways 
Executives Dodge 


Decision-Making" 


Sales Management 


ating simultaneously as an outlet for 
manufacturers’ surplus stocks. 

It's a mass appeal operation, bring 
ing a “Times Square” traffic. Popu 
lar priced merchandise is promoted 
for fast-action selling. 

Included in the policies enforced 
on tenents in representative markets 
of this type are: (1) price levels 
must be under those of traditional 
retailers in the trading area; (2) 
none of the merchandise may be sec 
onds or irregular unless from stand 
ard manufacturers and approved by 
the management; (3) one price; (4) 
no tie-in sales except where clearly 
stipulated; (5) money-back guaran 
tee for returns within 10 days. 

Competition is encouraged. In one 
market, for example, there are four 
women’s apparel units, two women’s 
three 
men’s work clothes units and three 
meat markets. ‘Three of the women’s 


and children’s shoe sections 


wear stores sell coats, dresses, sports 
wear, blouses and accessories; one has 
Practically all de 
partment store lines are carried. Na 


only sportswear 


tional brands make up a substantial 
percentage of the total. Large SEC 
tions are devoted to food and related 
items, 

Let's take a look at one of the best 
examples of the department-store t\ pe 
of roadside market: 

It is that of Associated Markets 
Co., with headquarters in Philadel 
phia. As of now it operates three 
markets: Quakertown, Pa., Sales Co. 
Market and Auction; Bris 
Market & Au 


Farmers’ 
tol, Pa., Farmers’ 
tion; Del-Penn Mart & 
\uction, between Chester, Pa., and 
Wilmington, Del.; Garden State 
Miart & Auction, W ood 


Discount 


Discount 
bury, N. J 
Quakertown Farmers Market and 
\uction is now completing its 24th 
of operation; occupies 103,000 
under one roof on a 155-acre 
tract. It has 


sq. ft 
parking 
space for 7,000 cars; attracts between 
5,000 to 40,000 shoppers weekly. It 
s open Fridays 6:00 p.m. to mid 


illuminated 


Saturdays from noon to mid 
night It is 100% 
dealer 


night 
occupied, and 
turnover is less than 20% a 
year 

The Bristol Market & 
\uction Is adjacent to mushrooming 
Levittown, Pa., in the heart of the 


Farmers 


Delaware Valley, one of the most 
rapidly growing areas in the country. 
United States Steel, Kaiser Metal 
Minnesota Mining, Yale & Towne. 
General Refactories, Seaboard Con 
tainer, Rohm & Haas, Budd Co. are 
among the many industrials already 
located nearby. This market is now 
completing its fifth year of opera 


tion. Since its opening in June 1952 


it has been necessary to enlarge the 
building three times to its present 
length of 1,150 feet (103,000 sq. ft.) 
under one roof, making it equal in 
size to the Quakertown market. It 
has paved, illuminated parking space 
for 5,000 cars, and is currently at 
tracting between 25,000 to 30,000 
shoppers weekly. i 

Garden State Discount Mart & 
Auction serves the Camden and South 
Jersey area. A population of over | 
million (exclusive of Philadelphia) 
lives within a 20-minute drive over 
good highways. It has paved, illumi- 
nated parking space tor 5,000 cars. 

Del-Penn Discount Mart & Aue 
tion is similar in size and appearance. 
It was opened this year. 

The “Associated” acts in an ad 
capacity to this fast-growing 
independently-owned and 


Visory 
chain of 
operated farmers’ markets. ‘They are 
reported to constitute the busiest 
farmers’ markets in the country. 
The Management and Operating 
Department of “Associated” renders 
consulting service to all the markets 
regarding advertising, sales promo 
tion, publicity and public relations a 
tivities of the markets, and is instru 
mental in stimulating increased publ ( 
markets in 


acceptance oft tarmers 


gene! il 


Profitable Operations 


The expanding program of “Asso 
ciated” enables lox al merchandisers t 
profitable retail operations in 
neces 


locate 
the markets. It is no longet 
sarv for dealers to gamble their 
and money pioneering under inexperl 
enced market management. ‘The man 
agement ot Associated”’ devotes its 
entire time eftort and know how to 
operating a smooth-running organ 
vation geared to the best interests of 
its merchants 

An intensive onsistent advertising 
promotional Campaign 

by “Associated” for its 
Newspapers, radio, outdoor 
direct mail 


Advertis 


ing is done on a cooperative basis a 


and sales 
conducted 
markets 
24 sheet 
and other media are used. 


poster boards 


¢ 


minimum cost to dealers. 
“Associated” also retains the sers 
ices of a New York publi 
firm for the staging of spec ial crowd 
Ar the Bristol market 
there is a 3,000 sq. ft. 


relations 


getting events 
tor instance 

auditorium for use by women’s clubs 
fraternal and veterans’ organizations, 
service and church groups, card 
parties, raffles and other fund-raising 
activities. ‘This space 1s offered tree 
ot charge to non-profit organizations 

Rental of space is based on a pet 
centage of the dealer’s volume against 


a minimum determined by the footage 
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used. Rates vary according to the type 
of merchandise and location in the 
market. Rental includes advertising, 
sales promotion, publicity and public 
relations services, together with light, 
heat, janitor and building 
maintenance. 

The Quakertown Farmers’ Market 
& Auction is reported to be the largest 
farmers’ market in the country. Some 
units in it have a sales volume as high 
as $25,000 a weekend. 

Any Friday 
afternoon and evening at the Quaker 
town market takes on a ‘Times 
Square” traffic and atmosphere in 
every department. Retailers are at 
tracted for two reasons that add up 
to an increased profit: low overhead 
and heavy trafic. In its 
“Associated” 
of the operating ratios of dealers at 
its markets and the operating ratios 
of dealers in 21 retailing, 
retailers who 
farmers’ market. ‘The comparison is 
shown on the chart on page 77. 

Another group of tenants is com 
prised of wholesalers and manufac 
turers who believe the market to be 
a profitable outlet for surplus met 
chandise. ‘There 
wholesale meat dealers who are find 
ing that large sales volume makes di 
rect selling possible. 

There are also dealers who repre 


service 


evening or Saturday 


prospectus 


includes a comparison 


lines of 


are not tenants of a 


are a number of 


Suc h as Johns 


(julbransen 


sent manutacturers 
Manville; Conn, 
Hammond organs. 
used to a great extent to set up dis 


and 
Quakertown is 


plays to determine consumer reaction 
to new products. Manufacturers are 
thus able to gather data on the fea 
tures the 
wants. 
Super 


and benefits consumet 


Food Fair 
are now taking space. However, su 
markets do their 


markets such as 


per not use own 
names in advertising or on their space 
fronts. 

It is an ideal place for demonstra 
‘The vacuum 


strator salesman, electric dishwasher 


tion. cleaner demon 


or new food product demonstrator 
gets more prospective buyers on his 
list the 
downtown city or small-town depart 


ment 


than he does in busiest of 
stores. 

As for an outlet for manufacturers’ 
stocks, this market reveals that there 
is upgrading in quality of merchan 
dise. It is succeeding the retail stores 
that previously were job-lot outlets. 

As thousands of shoppers mill 
through the stores, booths and stalls 
at Quakertown, a loudspeaker booms 
announcements of bargains to be 
picked up. Occasionally selling is in- 
terrupted with messages such as this: 
“Mrs. Morgan of Bethlehem, please 
come to the manager's office. Your 
NOVEMBER 
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son William, is crying for you.” 
Shoppers like this human element on 
the part of management. There is no 
automation in the retailing. Each 
shopper has individual attention trom 
the retailer's 
most cases the merchant and members 
are there to take care 


unit he is visiting. In 
of his family 
of each shopper on a personal basis 
All soft and heavy goods, agricul 
tural and grocery and meat products 
and services are sold to the shopper 
for less than he or she can buy at 
conventional retail stores. ‘There’s no 
market. 


maintains 


mistaking it, it’s a buyers’ 
Quakertown 
that low 


customers, tor 


management 
attract 
instance, 


prices more tood 
in two days 
than customers who visit the average 
orthodox food store within a week's 
time. With lower overhead, manage 
ment estimates that dealers can make 
a net profit of more than four times 
greate! an 18-hour week. 
And they are able to turn over thei 
stocks 
an average merchant does on a 
week. ‘Thus a 
unusual at Quakertown 
both a 


business 


than in 


almost four times as fast as 


week is 
One 


day two-day 
not 
dealer can do wholesale 
retail 


associates, his wife and father-in-law 


meat with only two 
During the week at his store he buys 
inimals from Bucks County 


kills, cuts and dresses the meat 


farmers, 
makes 
sausage and souse, smokes ham, bacon 
and pork shoulders, At 
had two Now 

of shoppers at Quakertown buy all 


one time he 


stores, the thousands 


his retail meats. 


A Gala Atmosphere 


Noise of all descriptions reigns su 
preme, but the shoppers seem to love 
it. Pitchmen call their 
auctioneers shout “Cjoing 


out ware 
Csoing 
° ( yone !”’ ‘I here are three auctioneer 
firms that travel the 
bankrupt stocks, closeouts 
continued lines of hard and soft goods 
They hawk their large 
quantities at attractively 


country lor 
and di 


findings i 
low prices 

Electric organs lend a gala atmos 
phere, piping the latest hits in music 
Disc jockies for record shops are bus) 
every minute, 

In contrast, ina quieter atmosphere 
is trade in stocks by 
of the New York Stock Exchange 
with headquarters in Philadelphia 
He’s been in the Quakertown market 
only a short time. His plan was to 
But 
to his surprise, he’s been selling se 


lox al 


and employes from industries through 


a low al member 


have only a counseling service. 


curities to farmers, merchant 
out the surrounding countryside 


New 


at Quakertown, but shoppers can buy 


homes cannot be purchased 


new roofing materials for their home 


ARGUS and DISPATCH 


COVER 
3 OF THE 4 
QUAD-CITIES 


where 57°/. of 
the people live 


FULL 
ROP COLOR 


available daily 


MOLINE 
DISPATCH — 


eoltlnaids Sire ak ees te 
REPRESENTED BY ALLEN-KLAPP C 


o. 
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SPECIAL CHRISTMAS GIFT SLEEVE 
for double decks 


Handsome plastic case, as illustrated 


Double decks — Bridge, Poker, 
Canasta, Pinochle—retail at $7.50. 
Samba and Bolivia triple decks, 
retailing at $11.25, and single 
decks, retailing at $3.95, also avail- 
able. 

We can PERSONALIZE our 
double-deck plastic boxes with 
your company name, slogan, or 
trademark. 


DELIVERY SCHEDULE: 

Standard packing: orders filled 
within five days. 

Imprinted cases: three weeks. 


KEM Plastic Playing Cards, Inc. 


extend to you the compliments of the season! 


What we have to offer thoughtful and considerate givers is 
quality in every respect. The quality of Kem Cards is guaranteed 
from the purity of its plastic formulation to the finished product. 

Card games are a favorite recreation in every country of the 
world. Here in the United States, 130 million people find cards 
relaxing for family and social entertainment. 

A gift of luxurious Kem Plastic Cards, therefore, has the prac- 
tical aspect for which you are looking. 

Your investment brings lasting appreciation from your cus- 
tomers. The long life of Kem Cards is well known. 


For prices, catalog and samples, address: 
Special Gift Division 


KEM PLASTIC PLAYING CARDS, INC. 


595 Madison Avenue New York 22, New York 
Telephone: Murray Hill 8-8650 


and farm buildings, plumbing fixtures, tern. ‘Their 


potential is growing. and state departments of agriculture 


lumber for repairs, screens, storm \lanufacturers would do well to throughout the country reveal that 


windows and doors, lighting fixtures, study new 


markets being planned these markets range from a simple 


paint, hardware, and many other now. The equipment they are in the table under a tree to large permanent 


home improvement products. market to buy 
‘There is a play room for the kid ciently offers 


to operate more eff- buildings with glass cases and refrig- 
manufacturers a large eration facilities for perishable prod- 


dies; a game room tor grownups. Rest potential hiterto untapped. ucts. There is no estimate of the 


rooms are equipped with the latest Because 


their present and fu number of these markets, but accord- 


fixtures and comfortable lounge ture importance, extension services of ing to several state departments of 
chairs colleges of agriculture in universities, agriculture and a number of agri 
All of “Associated’s” markets play and state departments of agriculture cultural colleges, they dot the coun- 


up civic activities. Generous contri are now 
butions are given over to local chari 


tryside by the thousands from coast 


to coast. 


ties, fraternal organizations, church ® providing them with informa The products sold run the gamut 


clubs, and womens’ clubs. ‘Vhere are tion which 


they will find useful in ot vegetables, fruits, lowers, poultry, 


card parties, fashion shows and simi analyzing their own markets. dairy products and often include 


lar events. Four-H_ shows are held on 

the (Quakertown grounds. At one ndividual 
individua 

time the market financed the trip of ns ; 


local businessman to appear on the 


® providing 
who are considering es- 
tablishing a farm roadside market. 


a general guide for jams, jellies, fruit juices and other 

cooked foods, and commercial prod- 
ucts purchased trom manutacturers 
and wholesalers. 


Steve Allen ‘I'V show to publicize © determining some general rela- The State of California is about 
Quakertown. Thus the market draws tionship between certain characteris- the only state in the Union where 


trafhe it would not ordinarily get. tics of the 
Quakertown is just one example incomes 
of the potential the roadside “depart 


markets and their gross 


farmers do not go in for roadside 
markets. It does have, however, one 
of the most outstanding municipally 


ment store’ offers to consumer goods ® providing information for fur- operated markets in the country. 
manufacturers, ther analytical studies of this type of This one is in San Francisco, and 


As tor roadside markets operated marketing. 


This descritpive informa- during its 14-year life the value of 


by farmers who sell only agricultural tion of the entire population of this produce sold totals well over the $33 
products grown on their own farms, type of market should make it possible million mark. Average Saturday shop- 


and farmers who supplement home to stratify 


the markets by various ping trafic during the peak June to 


grown products with commercial characteristics and use sampling tech- September months averages 45,000 


products purchased from outside niques for 
sources, they, too, are important in the future. 


more detailed studies in people. During the summer months 


the average number of farmers utiliz- 


the revolution in our economic pat Reports from agricultural colleges ing the market ranges from 40 te 50 
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gives you most for your advertising dollars 
in the important Texas and Oklahoma Markets! 


YOUR ADVERTISING in The Farmer-Stockman gets the benefit of 
readership unparalleled by any farm publication reaching the rural South \ 
west! There's a sound, fundamental reason: The Farmer-Stockman is the 
ONLY farm publication edited separately for TEXANS — and edited 
separately for OKLAHOMANS! \ 
\ 
\ 
\ 


TO YOU, the advertiser, this means increased visibility for your message 
plus a more receptive attitude toward your product when it appears with 
so much localized editorial content. Reader-interest is always at a high-peak 
when editorial content hits close-to-home! Indeed, The Farmer-Stockman 


is voted the most helpful of any magazine reaching the rural Southwest! 


YOUR ADVERTISING belongs in The Farmer-Stockman 
the farm publication you'd read if you lived in Texas or 
Oklahoma! 


434,812 suet 
" Subscribers 


OKLAHOMA CITY + DALLAS 


J. H. Hunter, Advertising Director 
400 N. Michigon Avenue 
Chicago 11, SUperior 7.6145 


500 N Broadway 
Oklehome City |, CEatrat 2.33 


420 Lexington Aveny 


e 4321 N. Central Expreswoy 
New York 17, MUrray Hill 4.3340 


Dotios 5, LAkeside | .312! 


Officials of the State of New York 
Department of Agriculture and Mat 
kets are rigidly policing all roadside 
markets throughout the State. How 
ever, this does not prevent the road 


on a Monday to 110 to 115 on a 
Saturday. 

In contrast to the purely agricul 
tural roadside markets, the ‘depart 
ment store’ type of roadside market 
is increasing in number in California. side ‘“department-store”’ markets from 
They, like the Quakertown market operating. As a matter of fact, the 
sell everything from branded items, are increasing in number from dai 
to day. If they have had the word 
“farmers” in their names, they are 


hard and soft, to pets, groceries and 
meats, toys and cameras. One, at 
third and Fairfax, Hollywood, has changing to other names. 
150 tenants who maintain elaborate In the State of New Jersey the 
units in permanent buildings. Social 
ites from Pasadena and movie stars 
meet there for luncheon and to shop 
In some states throughout the coun 


“Tiffany” type farmer operators re 
cently formed an organization that 
tandards. In 
return, they use the State Farm Bu 
try efforts have been made toward reau sign which denotes they ha 

some regulation of roadside markets, been accredited. ‘The Jersey Certified 
with varying results. ‘The method has Farm Markets comprise a non-profit 
varied in the different states, and 
the degree of supervision has varied 


has agreed to certain 


association to promote the sale of 
New Jersey farm products through 
reputable farm markets with the idea 
of increasing confidence of the con 


within the state with changing con 
ditions, but the aim has been to have 
both parties to the transaction benefit suming public. Jersey Certified men 
by whatever method is used. bers operate in accordance with an 

New York State has passed a law 
that “it shall be 


person or persons to designate, dis spot checks by 


adopted ethical code of business, and 
unlawful for any their markets are open to announced 
New Jersey Depart 
ment of Agriculture inspectors. ‘The 
tising any place of business as a farm too, are increasing in number. 

ers’ market, unless farm products as On the other hand, in the State 
defined in Section 233 of the agri of 


play any sign designating, or adver 


New Jersey, “department-store 
culture and markets law principally roadside markets dominated by job 
are displayed and offered for sale o1 bers and part-time wholesalers are 
sold therin or theron.” 


multiplying. Their sales volume 
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lhe Farmer-Stockman 


Edited 
separately 
for 


OKLAHOMA! 


Edited 
separately 
for 


TEXAS! 
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NOW PRINTED 
ENTIRELY OFFSET! 


This process provides 


greater flexibility mn 

types of material fur 
xk nished for reproduc 
tion, plus savings for 


advertisers as no en 


gravings are required 


spiraling and they have the super 
markets and shopping centers wort 
ried, 

No matter what type of roadside 


market, what doe it mean to the 
manufacturers? In man Cases t 
means intapped potential 

Considet the roadside farmer 
markets that sell purely agricultural 


products. ‘They make up a rich mar 


ket for many products. For example 


the need adequate ta ilities to op 
erate successfull In thi respect they 
comprise a potential market for every 
thing from building materials to re 
trigeration and cash registers. New 
buildings are being constructed ever 
day Here are a few of the necessar 
facilities they are in the market for 


A permanent type of market con- 
struction | 


creases or as the marketing 


Necessa&ry i bu Hiess if) 
Cason 


prolonge d 


Proper lighting, indoor ind outdoor 


Ihe have to attract ustome?! da 


I ne is one manutacturer that 
oncentrating heavily on road ‘ 


» 
markets 


Prepackaging and market packaging. 
As competition increase pa kaging 
becomes increasingly important. Road 


8! 


Z1P- 
MASTER 


LOOKMASTER 


VIEW MASTER 


NOTE- 
MASTER 


DISPLAYMASTER 


Here is a brief showing of the best de 
signed and most complete line of visual 
sales aids available. Whatever your needs, 
the chances are we have a binder in stock 
and in your size. Stock binders mean low 
cost and immediate delivery. If your needs 
ore special, our staff of designers will 
analyze your problem and make recom 
mendations. Write for catalog No. 558 or 
ask for a sample binder on memo 


1704 WASHINGTON BLVD. 
CHICAGO, ILLINOIS 


side market operators have learned 
that the package speeds sales—makes 
selection easier; reduces waste caused 
by excessive handling by shoppers; 
means products are made up ready to 
go; reduces waste through extension 
of shelf life; gives displays a more 
attractive appearance ; increases sales. 
‘They are eager to learn about new 
developments in packaging. 

Jecause they know the protection 
value of packaging, they buy quality 
and brand names and avoid buying 
on price alone. ‘The number of fruits 
and vegetables available in prepack- 
aged form has increased rapidly in 
the past five years, but not all items 
are as yet available in every part of 
the country. The basic produce pack- 
ages the roadside market operator is 
in the market for 
wraps, film-tray overwraps, plain kraft 
bags, paper window bags, paper han 
dled bags, mesh bags, polyethylene 


include direct 


and cellophane bags, transparent 
sheets, vented cartons. 

In addition to the basic produce 
packages, operators need crates, cap 
baskets, hood baskets, corrugated card 
board baskets with handles (wire or 
wood), plastic baskets, wooden bas- 
kets, chipboard baskets with “home 
tote’ handles, folding cartons. 

Union Bag-Camp Paper Corp. is 
one manufacturer that is doing excel 
lent work in developing new ideas for 
prepackaging lor 
tives who in turn sell the bags to 
their members who use them to ship 
their own produce to market and for 
use at their own roadside markets. 


, 
farmers coopera 


“We do a substantial volume of busi 
ness,’ management reports. “They 
offer a good potential and are a grow 
ing market. We sell these bags to 
them: Pik-Up, iced corn, mesh win- 
dow paper potato bags, turkey, cab 
bage, kale and onion bags.” 


Refrigeration and storage equip- 
ment: More and more roadside mar- 
kets are displaying produce in refrig- 
erated display cases. ‘The new per 
manent type markets in construction 
now are all being equipped with re 
frigerated display cases of all types. 

Many customers shop at roadside 
markets because they believe produce 
is fresher than in conventional retail 
outlets. Most roadside market opera 
tors are finding that a refrigerated 
holding room not only keeps perish- 
ables fresh but increases sales. 

New markets now being planned 
call for walk-in refrigerators. 

Iced display racks are also popular 
In attracting customers. 


Grading and packing equipment: 
All permauent roadside markets do 
some grading and packaging. Only 


with the use of proper grading equip- 
ment can sizing be satisfactorily done. 

There is also need for bagging 
machines, trucks, scales, conveyors, 
topping and tying machines. 
Trucks, ‘tires, belts and hose are in 
great demand by roadside markets. 
For example, Goodyear Tire & Rub- 
ber Co. is doing a big business in sell- 
ing tires, belts, hose and a number of 
other product’ to farmers’ markets. 
It sells nationally to them and has a 
special sales organization to travel 
throughout the country. It advertises 
regularly to them because manage 
ment believes it is a growing market. 


Store equipment and supplies: 
Account and record books and office 
forms of all kinds are needed, as are 
cash registers, counter scales, price 
tags, labels, marking devices, bulletin 
boards, daily cash reports and balance 
sheets. ‘There seems to be no limit. 


Advertising is a must for the road- 
side market. First, it must have an 
effective sign or signs to attract new 
customers and help repeat customers to 
find the .market again. ‘Iwo signs 


along the roadway in each direction 
from the market is not unusual. 
Another eftective means of adve1 
tising is the use of attractive bulletin 
boards along the highway approach 


ing the market. These bulletins in 
form motorists of the name, location 
and products offered for sale. Roadside 
markets near large towns find news- 
paper advertising effective in increas- 
ing sales. “‘wenty-four-sheet outdoor 
posters are used extensively. Radio and 
TV advertising are being used more 
and more. 

Use of premiums is popular. In- 
cluded among them are paring knives, 
pencils, dinnerware, aprons, nylon 
stockings, kitchen brushes, seeds, bal 
loons, flower pots, mixing bowls, re 
frigerator bags, key rings, comic books, 
table mats, combs, garden plants. 

Thus we have in the roadside mar- 
ket at the moment a market that seems 
to be almost insatiable. Recently Pres- 
ident Philip M. Talbott of the Cham- 
ber of Commerce of the United States 
forecast a 50% increase in personal 
consumption of goods arid service by 
1965 if America’s gross national prod- 
uct (total goods and service) reaches 
a predicted $600 billion by that date. 
To meet this tremendous marketing 
challenge, he points out, many more 
kinds of stores will be needed, in- 
cluding types now unknown, while 
mass sales techniques will become even 
more “the watchword of the day.” 
The roadside market is one of those 
recently “unknown kinds of. stores” 
that will bear watching. The End 
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Get Your FREE Copy of the New 


Guide to Successful Cataloging 
TO THE OIL DRILLING and PRODUCING 


INDUSTRY... 


It tells how to increase the effective- 
ness of your cataloging to the specialists 
who buy or specify 98% of the equip- 
ment and services used in the oil drilling 
and producing industry. 


This concise fact book covers the 15 
points most frequently quoied as the 


COMPOSITE 
CATALOG 


OF OlL FIELD EQUIPMENT 
AND SERVICES 


A Specialized Gulf Publishing 
Company Publication 
+ Houston (19), 3301 Buffalo Drive, 
JAckson 9-4301 


+ New York (17), 250 Park Avenue 
YUkon 6-6558 


+ Chicage (4), 332 S. Michigan Avenue 
WAbash 2-9330 


+ Cleveland (15), 1010 Euclid Avenue 
5 


MAin 1-329 

+ Tulsa (3), 916 Enterprise Blag 
CHerry 2-9211 

* Dallas (1), 518 Santa Fe Bidg 


Riverside 7-7344 


+ Los Angeles, W. W. Wilson Bid 
Huntington Park, LUdiow 7-121 
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basic information desired by these men *%, 
with the responsibility to compare, specify 
and buy. 


It will show you how 
without additional expenditures . . 
make your catalog material more useful 
to these customers and prospects, at 
the specific times when buying decisions 
are made. 


. frequently 
. to 


WRITE TODAY for your FREE copy 
of “A Guide to Successful Cata- 
or call the Gulf office 


loging,” 
nearest you. 


CINCINNATI 


TIMES-STAR IS THE LEADER 
WHERE LEADERSHIP COUNTS 


FIRST EVERY EVENING WHERE MOST OF YOUR CUSTOMERS LIVE 


The Times-Stor is No. 1 evening newspaper in the A. B. C. City 
Zone, where 98% of Metro Cincinnati lives and works. Times- 
Stor advertising provides concentrated impect in the City 
Zone for meximum soles 


The Times-Star Carries More Retail Ads Than Any Other Cincinnati 
Newspaper. 


sales 
results. 


THE LEADER WHERE LEADERSHIP COUNTS THE MOST, : 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA G ORMSBEE, 
NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
| FLORIDA REPRESENTATIVES: McASKILL G HERMAN, MIAMI BEACH 
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Although many pages describe the activities of 
Theodore J. Kauffeld, M.E., P.E., Consulting 
Engineer, and his wholly-owned subsidiary, 
Devenco, Incorporated, they must inevitably be 


headed “a partial list of clients” or “a partial 
list of projects”. His 600-man staff is engaged 
-in a diversity of projects, including chemical, 


metal processing, and power plants, schools 
and industrial buildings. His organization also 
handles the development of related machinery 
and processes, together with many individual 
product-development programs. Among. his 
clients are the U.S. Government and hundreds 
of leading cdérporations 


shows what Engineering needs 


a we are constantly at work on such a wide variety of engineering problems we are, 
I think, in an excellent position to understand the importance of manufacturers’ catalogs, 


and to compare the efficiency with which they are provided to us. 


“There is no doubt about our need for instant, convenient access to catalogs on a very 
wide range of products. But unless manufacturers generally recognize—as most building 
equipment suppliers have—that their catalogs serve our needs best when they are provided 
to us in classified, indexed, and bound collections, we will continue to be handicapped 

by cumbersome files of loose catalogs, and the necessity of sending and waiting 


for those we do not have. 


“It is to the engineering profession’s benefit, and to the advantage of all manufacturers 
who supply us, to encourage the universal practice of pre -filing catalogs in such conven- 


ient, always-at-hand collections as Sweet's maintains in thousands of engineering offices. 


29 


There is a rising tide of demand among 
engineers for the convenient, practical solution 
to the “catalog problem” that pre-filed catalogs 
alone can offer. In recent national surveys 
among design and plant engineers, for example, 
over 93% of them cast their votes in favor of 
pre-filed catalogs." 

This year the catalogs of 1,740 manufacturers 
are available to America’s building and prod- 
uct designers, plant engineers, and metalwork- 


ing production executives in one or more of the 


SWEET’S CATALOG SERVICE 


Division—F. 
119 West 40th Street, New York 18 


W. Dodge Corporation 


ATLANTA 3 + BIRMINGHAM + BOSTON 16 « BUFFALO 2 + 


LOS ANGELES 17 « NEW ORLEANS 12 « PHILADELPHIA 7 « PITTSBURGH 19 + SAN FRANCISCO 5+ ST. LOUIS | 


CHICAGO 54+ 


Theodore J. Kauffeld, Consulting Engineer 
President and Chairman of the Board 


Devenco, Incorporated, New York, N. Y. 


six pre filed catalog collections which Sweet's 
maintains for these manufacturers in the of 
fices of qualified buyers throughout the United 
States. 

Your Sweet's representative will be glad to 
give you detailed information about the advan 
tages of pre-filing your catalog—how, when you 
do so, you serve the information needs of indus 
try’s buyers best. and thereby sharply increase 
the number of times your salesmen are invited 
to bid for wanted business. 

*Copies of these surveys are available upon request to our 
Research Department in New York 


CINCINNATI 2 + CLEVELAND 15 + DALLAS 1 


* WEST HARTFORD, CONN 


+ DETROIT 24 
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WORTH WRITING FOR... 


The Construction Market 


Ih research report “A Study of 
Buyer-Distributor Relations in_ the 
fion Viarket 

ally every 


tributor 


embraces 
phase of buyer 
relations: pre delivery 
( ice handling ol warranties, oper 
ator and service personne! instruction 
ile call evaluation, ability of dis 
tributor alesmen, evaluation or tac 

leading to a sale financing trade 

entertainment, trend of custome 
istributos relationships. The survey 


ed by 


(Contractor and 


Associated Creneral 
Associated quip 
ment Distributors joint committee. 
be obtained from Dick 
mith, Promotion Manager, Con 
struction Equipment, 205 kk. 42nd 
t., New York 17, N. Y. 
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Cop. mia 


Top 10 Brands in Akron 


Third annual consumer inventory 
mid product availability audit of the 
\kron market, findings of a personal 
interview survey conducted by Dan 
lk. Clark Il & Associates, Inc. ‘The 
area covered was the Akron A. B.C 
City Zone which includes the cities of 
\kron Barberton and Cuyahoga 
ball the villages of Lakemore 
\logadore, Munroe Falls, Silver Lake 
and Lallmadge; the townships ot 


Norton 


Included are data on 


Cople Coventry, Spring 


field and Stow. 
the charac teristics of the population 

eved (number of persons in house 
hold, rent, income, etc.) ; characteris 
tics of head of 


audience 


household; media 


comparisons, Copies — of 
1957 Consumer Inventery’ may be 
obtained from A. F. Falk, National 
Manage: The Akron 


Akron, O., 


\dvertising 


By “aeon Jour nal 


Alcoholic Beverages Bought... 


by members of the Living for 
Panel. Their 
report reveals that 90°00 of the fam 
ilies purchased one or more types of 


ak oholi 


year, Average number of types pu 


) OuUnNL Hlomemakers 


beverages during the past 


chased was 5.6, lead by beer, wine, 
gin, Seotch, blends, in that order. 
Among these families, the wife is a 
more important tacter in purchasing 
than the average American wife. Data 
cover purchases during the past year 
by type ofl 


beverage, frequency of 


beverage use in entertainment, and 


86 


drinking habits of household mem 
bers. Purchases of alcoholic beverages 
are also shown by sex of purchaser 
(wife, husband). The full report is 
available from George W. Hoagland 
Promotion Director, Living for 
Young Homemakers, 575 Madison 


Ave.. New York 22, N. Y. 


Get Off the Worry-Go-Round 


Loow AT wim FRET / 
WE'LL BE ALL PLAYED OUT 
Oy ThE TIME HE SEES 
HIS CUSTOMER 

AN EASY MARK FOR ME 


Take lt Easy! 


Emotionally Disturbed? 
This booklet, “The Worry-Go- 


Round,” will help you to understand 
little better and to see 
what uncontrolled emotions can do. 


yourself a 


Cartoons dramatize the more common 
causes of emotional disturbances, pat 
ticularly as they affect businessmen 
and their families. For your eopy, 
write to Dr. Henry B. Rollins, Vice 
President and Medical Director, ‘The 
Connecticut Mutual Life Insurance 
Co., Hartford, Conn. 


“Special Quad-City Edition 


... of Moline Daily Dispatch and 
The Rock Island Argus’ presenting 
latest marketing data on this rich 
market which comprises the cities ot 
Rock Island, Moline, East Moline, 
Il}., and Davenport, la. Their metro 
politan area ranks 87th among 262 
standard and potential metropolitan 
county areas in the United States. 
It is the home of more than a quartet 
of a million persons with almost a 
half-billion dollars of buying power. 
Three years from now, if 
trends continue, it is estimated that 
the area should have a population of 
277,100 for a gain of 18% over the 
1950 level. Data reveal that in rela- 


present 


tion to other market factors, the area’s 
86th standing is even more impressive 
in that the Quad-Cities’ 80,500 fami 
lies had a total income, after taxes, 
of $494,275,000 in 1956, which 
jumped them to 79th in effective du 

ing power among the 262 recognized 
metropolitan Family 
averaged $6,140, after taxes, last year, 
and that figure was $404 above the 
U. S. per family income. The local 
average pushed the Quad-Cities in 
74th place on the bases of 
income. ‘Total 
were $331,491,000. For a copy of 
this eight page special edition in spot 
color, write to Harold kK. 
Manager of General Advertising ot 


areas. wealth 


family 


retail sales in 1956 


owanson, 


the two new spapers. 


Sales Office and Plant Locations . 


If you are 
branch 


thinking of a new 
assembly plant or 
branch sales office, this study 


factory, 
gives 
factual background of any particular 
location in the Chesapeake and Ohio 
Railway territory. It covers Western 
Michigan, ‘The Motor Belt, Southern 
Ontario, Ohio, Indiana, Ohio Valley 
Area, Virginia. Included are detailed 
maps of each location; available acre 
age; normal freight arrival times; 
data on cities in each area; popula- 
tion; railroad service; names of lead 
ing companies now building in each 
area; labor forces; water supply; raw 
accessibility to mar- 
other facts. For a 
copy of “Where Is the Best Spot for 
You?”, write to Wayne C. Fletcher, 
Director of Industrial ‘Development, 
Chesapeake and Ohio Railway, 3800 
‘Terminal ‘Tower, Cleveland, 1, O. 


materials ; fuels; 


kets, and many 


The Volume Feeding Market 


This guide, ““The Volume Feeding 
Market—Its Geographical Distribu- 
tion,” will be useful to sales and 
marketing executives in establishing 
territorial sales quotas. It is based on 
sales by eating places, and reports on 
the 231 counties comprising 70° of 
the national total. Of these 231 
counties, 184 had sales of $7!/ mil- 
lion o1 remaining 47 
counties had sales of less than $7'/ 


more, The 


million but are part of a larger trad- 
ing area, as defined in the United 
States Bureau of the Census. In 
order that the sales gauge may be 
compared with the population gauge, 
both percentages are given for each 
state and each 
available from Ed Howard, Promo- 
tion Manager, /nstitutional Feeding 
and Housing, 205 E. 42nd St., New 
York 17, N. =: 


region. Copies are 
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INCREASE 
SALES 300%! 


SSF SS SSS SF SSS SSS SSS SSS SSS SSCS eee eee ee ee ee ew we my 


ANNOUNCING A NEW TELEPHONE SERVICE FOR NATIONAL AD.- 


VERTISERS that forcefully supplements all 


methods of product-identification and 


customer pre-selling through advertising space. At last, here is an opportunity for 
manufacturers and their advertising agencies to increase sales by as much as 300%, by 


making advertising immediately effective at the local level with safety. 


The United Information Service 

strengthens advertising and supplements 
selling in 1000 major markets, covering more 
than 90% of the consumer sales in the 
United States. The U.LS. method offers ad- 
vertisers and their agencies certain outstand- 
ing advantages. 


Greater benefits from all advertising 
expenditures 


by making it easy for potential customers 
to find and purchase advertised products 


Customers are never exposed to 
Competitors 

as they might be if referred to the Yellow 
Pages for names of local dealers or allowed 
to shop around for a dealer 


IT WILL PAY YOU TO LEARN 
MORE ABOUT THIS UNUSUAL 


AND BENEFICIAL TELEPHONE 
SERVICE TODAY 


MAIL COUPON NOW 


Complete and valuable market data 


which will be of significant help to adver 
tising agents in assessing the effectiveness of 
the advertising message, is available upon 
request 


Consumer goodwill is assured 


because any questions concerning adver 
tised products are answered immediately by 
United 
on duty 18 hours a day. seven days a week 


Information Service operators who are 


Dealer goodwill is maintained 


because the United Information Service 
gives retailers genuine leads to develo; 


Other valuable services are ffered by the 
United Informaiton Service which covers 
1000 cities throughout the Country 


See eee BOE Tee ee | 


Wellesiey Hills 81, Mass. or 


Gentlemen 


and how it can help increase sales 


SALES INCREASE UP TO 300% 


for your copy of the FREE LEAFLET entitied SALES 
INCREASE UP TO 300%? The interesting story and full 
details of the United Information Service will be sent to 
you promptly at no obligation. 
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Address 


UNITED INFORMATION SERVICI 


kinds of product 


{See eee eee ene eee eee ee eee eee eee ee 


Please send me the free leaflet ent 


i 


UNITED INFORMATION SERVICE 


6 Maiden Lane, New York City, New York 


I am interested in receiving full information 
concerning the United Information Service 
400% 
itled 


ad 
100 per cent owned subsidiary of the United 
Stores Corporation, which has had year 
“l tiedss in serving national advertiser 
al 


of 
/ 
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“WHO'LL WE PUT IN THE SECOND BALCONY?” That's of seating 2,100 of their friends at a Chicago performance 


the question being asked by these executives of Graver of “My Fair Lady.” 


Left to right: Henry D’Aragon, sm; 


Tank & Manufacturing Co. who are faced with the task Willard Broxham, v-p; Cal Miller, asst. gen sales manager. 


A Bang-up Party for the Customers 


Graver Tank, celebrating its hundredth year, decided to be 
different." It bought out the house for ''My Fair Lady” 
at the time of the API convention in Chicago. Even the 
White House was never confronted with more political and 


diplomatic problems in connection with a social blowout. 


By HENRY D'ARAGON 
Sales Manager, Graver Tank & Mfg. Co., Inc. 


Question: After 100 years in busi Graver Tank & Manufacturing 
ne what the best way to express Co., Inc., FE. Chicago, Ind., reached 
your thanks to all of your wondertul its 100th anniversary this year. It has 
customers who have made possibl. been a major supplier to the petro 
your marking the centennial year? leum industry since 1859 when oil 
We found the answer in doing the was first discovered in Litusville, Pa. 
unusual, something head and shoul Our sales department thought that 
ders above the stereotyped cocktail this year might present the propitious 
parties and dinners, and it all hap occasion tor expressing our gratitude 
pened last week, on the evening of to the industry which contributes a 
Nov. 13 [atter this issue of SALES large share of our company’s over-$50 
M ANAGEMENT closed A million vearly tank sales 
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After putting yur heads together 
many times in the sales department, 
we came to one clear cut decision: 
Whatever we would do for our cus 
tomers should best be done during 
the annual November convention of 
the American Petroleum Institute in 
Chicago. “Then we would have the 
advantage of knowing the majority 
of our customers was in one location. 

‘Traditionally (and we broke tra 
dition) Graver ‘Tank, along with al 
most all other petroleum industry 
suppliers, has maintained a hospitality 
suite during the convention to ente1 
tain customers in the usual manner 
with food, fellowship and_ spirits. 
With several hundred companies 
doing the same thing, it was felt that 
little embellishment could be added 
along these lines to make Graver 
stand out! 

Then we decided among ourselves 
ight be 


i 


that the sales department m 
too deep in the forest to see the trees. 
We turned the problem over to out 
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THE 


HOUSTON POSI 


New leader among Houston newspapers is The Houston 
Post. Total daily circulation of The Houston Post is now 
largest of any Texas daily, morning or evening: 213,198." 
The best newspaper buy in the South’s Number One 
market is The Houston Post—first in total daily circulation. 


“As filed with A.B.C. for six months ending 
e: September 30, 1957, subject to audit 


al REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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public Fitzgerald 
and Cooke, and, in effect, said, “Give 
us some device that might create a 
little talk!’ 

‘They surveyed the normal Petro 
leum Institute events and came up 


relations « ounsel, 


with an idea that was certainly revo 
lutionary enough to whet anybody’ 


imagination 


‘The uggested we buy out the 
entire house of Chicago's Shubert 


‘Theater for the third night of the 
Wednesday, the 13th 


and act as host at an exclusive show 


convention 


ing of the exciting Broadway musical 
My Fair Lady!” This production 
began it Chi ago stand on Nov Se 
[he more we studied it, the bette: 
we liked the idea 

We secured a “hold” on the theater 
for that night until a legal contract 
could be drawn up by the Shubert 
That was only the beginning, for the 
became with the 
somewhat flamboyant affair, the more 
What 
ibout protocol? Whom should we in 
ite ? Where should they be seated ? 


hould dress be formal or informal ? 


hore involved we 


appalling the problems yrew 


Should commercialism rear its head 
or not? What about wives? 


One Out of Three 


Other questions concerned whether 
or not we should serve food before 
or after the performance, or at all; 
worded 
and when they should go out. And 


how invitations should be 


what about the company friends Noi 
in the petroleum field? We faced the 
restriction of only 2,100 seats, while 
6,000 would be attending the con 
vention 

Happily, some of these questions 
answered themselves. Because we 
timed this for the oilmen’s conven 
tion, we necessarily ruled out cus 
tomers and friends in the chemical 
water and nuclear industries. 

except tor a few extremely exclu 
sive parties attended by only a hand 
ful of chief executive officers from 
usually no 
formal parties held during the Ameri 


ean Petroleum Institute convention, 


oil COMpanies there are 


Thus we felt we might be inconvent 
encing our guests if they had to pack 
tuxedos. Still, we wanted no one to 
be guessing, so we worded the invi 
tation “dress informal.” 

Wives? They all knew about “My 
hair Lady” and we thought we 
should send the invitations to homes 
instead of ofhices. We reconsidered this 


tor two reasons: 


1. ‘The American Petroleum Insti 
tute traditionally has no women's 
programs and we would be throwing 


a tremendous burden on the conven 
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tion itself if hundreds of wives de- 
scended upon the city with no-addi- 
tional entertainment or events pro- 
vided for them except our theater 
party. 

2. It is always possible an execu- 
tive doesn’t plan on bringing his wife 
to the convention, so it was deemed 
wise to send the invitation to the 
executive's office thereby giving him 
the option of making this 
American decision.” On the other 
hand, we fully expected that all the 
Midwestern oil executives 


“great 


wives of 
would attend, 


One of. the most dificult problems 
facing us was the question of whom 
to invite. The limited capacity of the 
theater made it impossible to invite 
all of our friends among those cus 
tomers who contribute to the deci 
sion to purchase our equipment. Pur 
engineering, construction, 
marketing, production departments 


chasing, 


executive officers and possibly mem 
bers of boards of directors all con 
tribute in some way to our business. 

We decided that each regional sales 
oficer should prepare an invitation 
list for his territory. 

It immediately became clear that, 
with thousands of names accumu 
lating, with considerable competition 
among Gjraver's sales regions, control 
of this project would have to be placed 
in the home office and final assign 
ments and decisions would have to be 
made there. 

Every salesman in our company 
was likely to be pressured for tickets 
to this affair, we were certain, and 
our public relations counsel made two 


recommendations : 


1. All invitations were to be re 
viewed and sent out by officers and 
‘Tank and all a 
ceptances returned to the chairman 
of the 


directors of Graver 


hoard (thus releasing much 
pressure on low al sale smen). 

’ Nothing was to be done about 
issignment of seats until six weeks 
before the event. 


\fter the lists were processed by 
all regional sales offices, we had names 
and the 
immense culling job began. We were 


of more than 3,000 people 
fortunate in one respect and it is a 
phenomenon peculiar to the petro 
leum industry: Oil company boards 
of directors are made up primarily ot 
their internal people, i.e., 
dent of engineering, production, pur 


vice-presi 


chasing, etc. 

The counsel then worded a formal 
invitation and return card and recom- 
mended that it be engraved on the 


finest possible stationery. We very 
clearly gave the invited person three 
options: to come himself, to attend 
with his wife, or send his regrets. We 
believed this would help prevent peo- 
ple from asking for additional tickets 
and would keep tickets out of the 
hands of those not directly concerned 
with the petroleum industry. 

We prepared a _ master 
sheet, designed to contain all the in- 


control 


formation needed to show invitations 
to our customers, tabulate returns and 
assign seats. Ihe return cards were 
numbered to give us greater internal 
control and to express a sense of ur 
gency regarding the card’s return. 
We were then in the position of 
having reduced the list to 2,000 
names but, of course, not knowing 
how many would accept, and, if they 
did accept, whether or not they would 
bring their wives. It was decided 
that our initial mailing of invitations 
would go to only 1,000 persons, the 
top leaders of the petroleum industry. 
So we started mailing Aug. 1. While 
this date seemed early, we felt sure 
from past experience that most petro 
leum executives know by then if they 
will attend the American Petroleum 
Institute convention and know also 
their schedule during the sessions. 


Carefully Timed 


This timing allowed us to gauge 
how many we could invite on the 
second mailing. Our original “esti 
mate of the situation” was correct, 
and by the first of September 85% 
of the cards had been returned with 
requests for 750 tickets. We were 
then able to proceed with the next 
group of names. (‘The invitation, in 
cidentally, went out prior to printing 
tickets. ) 

Another problem came up. Should 
we print spe ial tickets for the affair 
or use standard theater tickets fur 
nished by the theater? We decided 
that the standard ducats impart a 
known amount of value and we would 
be foolish to ‘“‘gild the lily’ —so we 
merely added to the cardboards “1857 

Graver—1957, Centennial Com 
It originally had_ been 
decided to leave off all prices, but 
we were informed that this would 


memoration.”’ 


violate federal law because of the 
tax involved, so prices were left on. 
How refreshments? We 


checked into the possibilities of hav 


about 


ing a reception immediately before or 
following the performance, and 
learned that one of our major cus- 
tomers had his annual party planned 
for from 6 to 8 p.m., ending a half- 
hour before curtain time! Thus the 
pre-theater reception party was aban- 


doned. Too, a_ post-theater party 
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“Our greatest challenge... 
the development of men’’ 


Ralph Cordiner, President, General Electric Company 


“Few expenditures we can make are more 
important than those for education. A well- 
educated person produces more and consumes 
more, makes wiser decisions at the polls, 
mounts a stronger defense against aggression, 
and is better able to perform the grave re- 
sponsibilities of American citizenship. 


If you want more information on the problem 


‘Freedom needs educated people. So do busi- 
ness and industry. | earnestly ask you to 
support the college or university of your 
choice in its planning for expansion and a 
stronger faculty. The returns will be greater 


than you think,” 


faced by 


higher education, write to: Council For Financial Aid To 
Education, Inc., 6 E. 45th Street, New York 17, New York 


Sponsored as a public service, 


weer 1) emer 


in cooperation with the Council for Financial Aid to Education 
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GEORGE MEANY 


Portrait by Fabian Bachrach 


6 9 ° q > 999 
“How can I save’...“Are my savings safe? 


“These two questions are uppermost in the thoughts of 
the average wage earnel 

“Today, some 8 million American wage earners in 
thousands of industries are finding the answer to both 
questions 11 United States Savings sonds. They are 
taking advantage of the Payroll Savings Plan to invest 
in Savings Bonds regularly and automatically where 
they work 

Encouraging the wage earner to cultivate the good 
habit of personal thrift is important to our nation, 
That's why America’s trade unions are giving their 


wholehearted, active cooperation to the U. S. Savings 


Bonds program, It’s good for our people. It’s good for 
our country.” 
GEORGE MEANY, President 


dmerican Federation of Labor 
Congress of Industrial Organization 


Every executive can help his employees to help them- 
selves. If your company does not have the Payroll Sav- 
ings Plan, or if employee participation in the existing 
plan is less than 50%, your State Director, U. S. Treas- 
ury Department is ready to help you build enrollment. 
Write today to Savings Bond Division, U. S. Treasury 
Department, Washington, D. C. ; 


The l nited States Government does not pay for this advertising The Treasury Department 


thanks, for their patriotic donation, the Advertising Council and 
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A Bang-up Party for the Customers 


(continued from page 90) 


would be untimely, for it would have 
to start at 11:30 p.m., and this might 
interfere with the plans of many to 
catch an early plane or train back 
home next day, not to mention being 
the direct cause of a lot of sleepy 
people who would be winding up the 
convention in the morning. 

By Sept. 15, we had sent out a 
total of 1,600 invitations and had 
returns from over 1,000 people re 
questing about 900 seats. We then 
sent our salespeople a list of those 
in their areas who had been invited 
Aug. 1 and had not yet replied. We 
hoped to start assigning tickets Oct. 
1, and once tickets for the main floor 
assigned, we afraid of 
being forced into the embarrassing po- 


were were 


sition of having top people accept our 


Trading-Stamp Habit 


If trading stamps are losing in 
popularity, it would be difficult to 
find proof among the housewives who 
patronize super markets in Cincinnati, 
Columbus or St. Louis. For in those 
cities an average of 90.9% are trad 
ing-stamp savers as of today, despite 
the fact that more than half of the 
women believe that stores which give 
trading stamps charge higher prices 
for their merchandise. This shows a 
higher 
skepticism than in 1956 when about 
one-third of shoppers thought stamp 
stores charged higher prices. Three 
out: of 
deemed books in 1957 as compared to 
only two out of five in 1956 and the 
median average was slightly over two 
in answer to the question, “How 
many books of trading stamps do you 
now have on hand ?” 


degree of sophistication or 


four stamp savers have re 


Lion by the Tail 


Many storekeepers who give trad 
ing stamps are in a dilemma. They 
have a lion by the tail and are afraid 
to let go. It may be a case, however, 
where they all are-holding the tail of 
the same lion and if all dropped out 
at once, no one would be hurt. This 
supposition comes from the house- 
wives’ answer to the question, “If all 
years of 
newspapers. Forty-five percent men- 
tioned newspapers in 1955, while the 
jumped to 599% this 


food store advertising in 


figure year. 
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invitation late, when the best seats 
were gone. 

On Sept. 15, with 1,600 invitations 
sent out, we decided to follow 
through on the entire list so that by 
Oct. 1 we 
tickets to all among the first 
who had accepted—and not have to 
worry about VIPs requesting tickets 
at the last minute. 

In the meantime, we had prepared 
a letter for the chairman of the board 
to send to all ticket 
had personally gone over the list and 


would be able to assign 
L500 


recipients. He 


marked down the greeting he wished 
for each person, “Dear Mr. Jones” 
or “Dear John.” 
all dated (ct. 
came in with a definite acceptance 


| he as 


‘The letters were 
I8 and aS Cat h reply 


another letter was pro« essed. 


signed Ss were 
Oct. 18 it was 
ha ling Cat 
tickets 

Again and 
quested that we hold out 
dred tickets tor 


tion. Considering 


vain Ou} 


the inadvisability ot mailing 


balcony sCats (least desirable we ae 
cided to make these seats a tilable at 
Naturally, we did not 


knowledge that 


seats could be had at the last moment 


the convention 


want if to be public 


so we told our salesmen to make no 
mention of then to inv of their 
triends or customer 

What was the 


our trouble 


’ 


net resul 
was it worth it 


stomers? What h ip 


and to our cu 
pened at curtain time 
lo find out, look tor 


the event in the next issue 


picture ol 
(Dec. 6 
of SALES MANAGEMENT to see how 
many were trampled at the door and 
how Graver executives themselve 


came through the evening The End 


Hard to Break, Burgoyne Says 


markets discontinued 
stamps, would you change your food 
buying habits?” Ninety-four 
indicated that they would not change 
their food buying habits. 


This information on trading stamps 


super trading 


percent 


is part of the fourth continuing sur 
vey of Market 
Their Buying Habits and Attitudes” 
made by the Burgoyne Grocery & 
Drug Index, Inc., Cincinnati, Ohio. 
During July and August of this year 
the organization made 1,480 house 
to-house calls on super market shop 


“Super Shoppers, 


pers in the three cities mentioned 


above, and Milwaukee. 


More Husbands 


Some of the findings of interest and 
value to manufacturers and othe sup 
Friday remains 
the biggest shopping day with 43% 
naming that day as the one on which 
they did most of the week’s food buy 
ing. Next in line came Saturday 22¢ 
and ‘Thursday 21%—a total of 86% 
three days. The 
(whether willingly or grudgingly the 


pliers are as follows: 


¢ 


in those husband 
survey doesn’t show) is getting more 
and more into the act. In 70% of the 
homes the wife is mainly responsible 
for food shopping, the husband in 
9% and “both” in 21%, the latter 
being a sizable increase from 1956 
when the percentage was [> 

The 


more conscious today than in previous 


housewives apparently are 


aretul watching ot tood adve 


More 

sing may be the eason why there 
is a growth in the number of 
who take a written list to the store 


O/o. 


hopper 


Currently the average 
One of the more interesting que 
tions has to do with where house 


wives learn about a new product 


seventy-tour percent of the women 


learned about the new product 


through advertising 31° through 


ends, 19% saw it on a shelf, while 


13°) saw it demonstrated or received 


a coupon or! similar inducement 


Four-City Survey 
The Burgoyne 
little 
buying department fore mer hand ( 
upel markets When a ked . Hla P 


in department tore me 


interviewe! found 


outstanding enthusiasn abou 


| | 
1 Arum iaWI! 


ibbe pillow MN 


would >] “! ‘din seeing more 
th yp merc ise in Supe na 
ket onl one t four ind ated 
interest ind olunteeres 
comment that merchandise 
not belong in a food store 
makes the store too crowded, o 
an encroachment or othe: 
smaller merchant I he 
priced at $I 


The End 
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THE HUMAN SIDE 


BY HARRY WOODWARD 


It All Sounds Like Rank Snobbery 


@ 100 newspaper society editors chose their cities' top hostesses. 


@ French champagne makers mailed glasses to ‘Hundred Hostesses."’ 


© Publicity brings mass requests for "Art of Fine Entertaining." 


All those lamenters for the Old 
Way ot 


things like parlor maids, calling cards 


Doing ‘Things (meaning 
and atternoon tea) can dry their 
tears. For they've been weeping pre 
maturely, it would seem. We have 
pust been given to understand that 
‘The Champagne Producers of France 
are determined to convince the popu 
lace——or the sector of it that buys 
champagne that anyone who doesn't 


serve imported bren h Champagne 


on life's big occasions is simply not 
in the social know 
The French champagne people are 
doing it by such devices as these: Re 
cently Edward Gottlieb & Associates 
public 


relations counselors tor 


Champagne Producers of France 
asked society 
throughout the U. S. 
standing hostesses in thei respective 
I hese ladies the 
“Hundred Hostesses” thus chosen 


numbered such SOK ial and intellectual 


editors of newspapers 


to selec t out 


cities august 


arbiters as the wife of the president 
of Yale 
chairman of the board of an im 
chain, the wife 
of a Florida coffee magnate and the 


University, the wite of the 
portant newspaper 


wife of the mayor of a Southern city 
\ 


famous tor its Hospitality. All of the 


direct from 
crystal 


ladies selected were sent 
Arystal 
pagne glasses. Nearly all of the news 


France—six cham 
papers in the 100 cities carried fea 
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ture stories when the ladies received 
their gifts as well as the original 
story. And hundreds of 
women rushed out to buy champagne. 


jealous 


The French champagne producers 
have long known that there are subtle 
avenues of promotion that offer, for 
a quality product such as theirs, a 
perfect showcase. Not the least of 
these is the annual Debutantes Cotil 
lion, held at New York's Waldorf 
\storia. For several years ‘The Cham 
France have 
a Champagne Bar at this 


pagne Producers of 
provided 
social event. Decorated with giant 
clusters of grapes, stocked with all 
the fine brands of France, the bar is 
an additional source of revenue for 
the New York Infirmary, 


of the event. (‘These days it isn’t 


sponsors 


considered “smart” to toss a large 
Cotillion unless it is for a charitable 
purpose. ‘This is a hangover from 
the Depression when it was positively 
foolhardy for society to dance just 
tor Tun.) 

In addition, bottles of 


champagne are contributed as prizes 


French 


in the Cotillion game room, engraved 
gold wine cards listing all of the 
brands available are placed on each 
table and a champagne breakfast has 
become the traditional curtain-raiser. 

As part of the Cotillion project, 
each brand importer in the U.S. con- 
tributes a number of bottles with his 


label. Bartenders are provided with 
champagne information so that they 
can provide answers to wine questions 
put to them by these future hostesses 
(Most of the 
debutantes are too busy having a good 


of social households. 


time to ask questions about cham 
pagne: But you can bet they'll re 
member that at this, the biggest ball 
of their coming-out year, champagne 
was the hallmark of its quality. ) 

But The Champagne Producers of 
France know that people other than 
those who are socially registered like 

and even buy—champagne, too. So 
CPF commissioned James A. Beard, 
often called ‘““America’s greatest gout 
met,” to prepare a 22 page pamphlet 
that is now being distributed to 1,000 
women’s clubs, 

The booklet is titled “The Art of 
Kine ] ntertaining.” With it a hostess 
who wants to cut a swathe can do 
just that. For Mr. Beard first tells 
her what 
party, dips into the principles of hos 
pitality. (“Only the best is good 
enough. Entertainirig should always 
be done with your finest tableware 


constitutes a successful 


and crystal .. .”’) Then he provides 
menus complete with recipes (exam 
ple: brioches with salmon butter.) 
If all this sounds like the rankest 
snobbery, champagne is hardly the 
working man’s drink, you know. 
The End 
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Use them for fast, Glduomialic territory analysis 


By using only those cards conforming to your merchandise), Index of Office Equipment De 
particular sales territories, you can conven- mand, Index of Resort Activity, Growth Factors 
iently apply the May 10, 1957 SaALEs MANAGE- (to isolate areas of rapid or slow growth) TV 
MENT Survey of Buying Power to your own homes as of January 1, 1957, plus all major 
market areas. Census marketing benchmarks (age, distribu 
Market Statistics, Inc. will prepare these IBM tions, etc. ) 

analyses for you quickly. Or if you have your It is only necessary to determine what factors 
own IBM installation, you can prepare them (or combinations thereof) would reflect de 
automatically in your own office, as do over mand for your product. If you have any ques 
200 leading companies today. tions on this, you may without obligation 
In addition to the factors shown above, many consult with our staff for correlation studie: 
other specialized indexes are available on county of your own sales to isolate your key marketing 
cards; Index of Urban Demand (for styled factors. 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT MAGAZINE 
432 Fourth Avenue, New York 16, N.Y.—MU 4-3559 
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THE SCRATCH PAD 


By T. Harry Thompson 


We borrow 
great who have gone before us,”’ it 
says here. ‘‘We stand on the shoulders 


or giant Let 


wisdom from the 


wisely use this: vast 
amount of creative thinking that’s 
available to u 
° 

Okay, let's; and I'll start with a 
quote from Anna Hempstead Branch: 
’ Especially 
the order that follows a sales-talk 


Order is a lovely thing.’ 


7 
Park statue: Strictly for the birds. 

° 
Cosmetic advertising: Beauty and 
the boast. 

. 

Another telephone line you'll never 
ee in print: “Talk Is Cheap... after 
ix at night 

s 

Beautiful Shawnee-on-Delaware 
got some priceless publicity through 
Fred Waring and His Pennsylvanians 
in the Garry Moore slot. Fred merely 
owns the joint 

7 

Wonder if Betty MacDonald ever 
considered this book-title: The Hook 
and | 

° 

No orthodox toy is quite so fasci 
nating to a five-year-old as the ele 
trically 
car. To save the battery, you prac 
tically have to break the kid’s wrist. 

e 

Reportorial staff: Ask force. 

7 

“Ideas, like babies, don’t pick their 

Whitt Schultz 

7. 
Which reminds me: When I was 
CGiray & 
Jerry Gray used to rap our knuckles 


operated windows of your 


parents.” 


copy-chiefing for Rogers, 


for not taking notes in a meeting. 
He'll naturally 
Whitt Schultz who admonishes: 
“Learn to take intelligent notes to 


applaud this same 


trigger your thinking.” 

e 
Lin-Pan 
Alley to come up with a song-parody 
titled: “It's Only 


I've been half expecting 


a Russian Moon.’ 
* 

I like that description of Dr. Bet 
gen Evans as a “catalyst on a hot tin 
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roof,’ just as I liked his description 
of the bedside manner as “the emetic 
‘we’.”” Incidentally, The Last Word, 
you might say, was a Battle of Lexi 
Con, 

. 

‘Testimonial Dep’t: Woodbury’s 
deodorant bath-soap has entered the 
lists against the field. It tests out well 
in 90-degree weather, and a sliver of 
the old welds easily to a bar of the 
new, avoiding waste. If, on the other 
hand, you like deodorant sticks, you 
might pick up a Miner’s stick at your 
dime-store for only 29 cents, plus 
sales-tax if any. 

~ 

My typewriter repairman, who 

sells and services most makes, loves 


to bend my ear about the Olympia 
leichteres product of 
West Germany. He says it’s so well 
made, you can drop it on the floor 
and have it back in service in thirty 


schreibe nm, a 


minutes. 
. 

According to something I read re 
cently, your mind never sleeps. It 
works for you 24 hours a day. That's 
why Thomas Edisen said: “The chief 
function of your body is to carry your 
brain around,” and why I developed 
the habit of putting pad and pencil 
beside my bed for those fleeting 
thoughts that come at odd moments. 

. 

A bow from the waist to the Holly 
wood writers who gave us such in 
triguing titles as “A Hatful of Rain” 
and “Sweet Smell of Success.” 

. 

People are still talking about the 
feat of Major Dave Simons, 
paper-thin balloon dangled him at 
100,000 feet above Minnesota and 
South Dakota for 24 hours. His 
monitor, Colonel John Stapp, got him 
off to a good start with: “Major, you 
are about to reach the high point of 


Ww hose 


your career.” 


Words That Live 


Cascading down the corridors of time tumble Words That Live 


words of men and angels which, through some innate quality, 


timeless as the stars 


At the dawn of recorded history, King David gave us the Twenty 


third Psalm which begins: ‘The Lord is my shepherd I shall not want.” 


People of every persuasion have clung to thos words in their hour of 


Ereatest need 


A lesser light, but burning at full candle-power, Celia Thaxter 


penned these Words That Live for all who need their faith lifted 


The night is long and pain weighs heavily, but God will hold His 


world above despair. Look to the East, where up the lucid sky the 


morning climbs 


The day shall yet be fair!” 


As economical with words as with money, Calvin Coolidge said 


simply, 


“I do not choose to run,” 


and a later President, FDR, fixed 


Pearl Harbor in the minds of men for all time when he called Decem 


ber 7, 1941, 


A day that will live in infamy.’ 


Ihe Jordan automobile is no more, but Ned Jordan's first headline 


for it lives on 


Cadillac counteracted the jabs and gibes of competition with 


high hat gets the snowballs.” 


"Somewhere west of Laramie.” In the same field, 


“The 


Space does not permit more than the merest mention of Words 


That Live, but I make bold to adjure all sales-executives to demand 


them in copy presented for their approval, instead of settling for 


such banalities as ‘Saves time 


kumquats,” 


money” or “The truth about 


Well-chosen words cost no more than the other kind. 
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Now Giants Sweat Out Buyers’ Choices 


(continued from page 35) 


most firms’ decanter programs. This 
time distributors were told, ‘“They’re 
in short supply. You can’t get all 
you want. But you can have all the 
‘Lustre-Wraps’ you want and they 
are a perfectly acceptable substitute.” 
Of simulated quilted silk, the Cal- 
vert Reserve and gin wraps are 
banded with gold and protected by 
removable cellophane sleeves 
ducing the label of the enclosed bot 
tle. 

Schenley follows a similar practice 
of identifying its gift cartoned brands 
by rip-off and peel-away reproduc 
tions of the label. But pioneer Walke 
has this year abandoned its earlie1 
label reproductions in favor of a pi 
ture of the whole bottle. 
positive identification of the gift pack 
with the standard bottle National is 
doing the same thing. 

Credit for this year’s innovation in 
the matter of removing brand iden 
tity goes to Hiram Walker's Jas. 
Barclay & Co. subsidiary. Called the 
“Twin Flap Pak,” the 1957 Corby’s 
carton features a top flap which can 
be left out to identify the contents 
or tucked in for gift purposes. 

Foil laminated to cardboard achieves 
for Walker's Imperial gift boxes a 
higher gloss than the usual coated 
carton stock. ‘The firm’s first depar 
ture from wraps in three years con 


repro 


For more 


sists of single, double and triple-bot 
tle, hexagonal packs for this impor 
tant B blend. The absence of ribbons, 
as in the case of many other distillers 
economy lines, is considered in keep 
ing with Imperial’s price level. 

The decanter issue is avoided for 
Seagram’s Lord Calvert this year be 
cause a new regular bottle was re 
cently introduced and the firm is 
playing up its new antique look. ‘The 
square, dark brown bottle has vertical 
ribbing and a red ribbon joins the 
dark neck band and label. For Christ 
mas three sizes are offered in simu 
lated shipping cases, unintentionally, 
reminiscent of yesteryear’s wooden 
A case of 12 is offered 
in a chest suitable for tools, toys or 
Ribbons 
wax and “Product of 
America” stencils complete the effect 
Another gift box in the 
product family is a simulated brass 


cheese boxes. 
a small trousseau. sealing 
export-type 


Seagram 


bound pirate’s chest for Myer’s rum 

Austin, Nichols & Co. is getting a 
holiday ride on a new year-round bot 
tle for its import, Grant's Scotch. 
Three concave sides assure a good 
grip on the bottle for pouring control. 
But the saying holds that ‘“There i 


nothing new.” The design is remi 
niscent of Brown-Forman Distillers 
1956 “Flight Wing” Old 


decanter. 


Forester 


Moving further into the future 
or the futuristic—B-F this year offers 
Old Forester in a rocket-shaped de 
canter complete with gold colored 
polystyrene nose and tail pieces. At 
the packaging committee meeting that 
decided this distilled 


bottle tour decantet 


upon spirits 

possibilities 
» 

were presented by Raymond Loewy 

Associates, perennial designer of B I 

An Owens 


who had been 


glassware and pre-wraps 
Illinois representative 
invited to submit cost estimates, said 
can't make 


Robinson S$ 


“One of the four we 
“Naturally, adds 
Brown, Jr., vice-president That was 


the design we wanted 


Can Be Personalized 


\ feature of B-F’s line of Loewy 
designed toil wraps is a ribbon of deli 
cate gold and silver lace on the pitt 
wrapped standard bottle of Old For 
ester. [hree different color combina 
tions topped by bright red o1 yreen 
bows are available on both Old For 
ester and Early ‘Time Lhe firm is 
perennial presenta 
tion bottle of Old Forester 
may be ordered with the 


also repeating its 
which 
recipient 
name in gold on a suede green label 
Schenley’s preference for decanter 
wraps is ob 
viously dictated by a belief that de 
canters pay. Nevertheless 


Merit House sell 


‘boutique 


in cartons instead of 


Schenles 
ribbon ind 
satchels 


so retailers can prepare their own pitt 


paypr ! 


boxes, bags and 


collapse or just 
Nart’ 


pa kages It was the 


such a ‘Merchandise opera 


INDUSTRIAL SALES AND INVENTORY TRENDS 
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Manutacturing Inventories 
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Billions of Dollors per Month Seasonally Adjusted 


Manulacturing Sales Adjusted 
for Price Change 
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Industrial shipments continued to slide downward slight- 
ly in accordance with general expectations that industrial 
output in the final quarter may drop to about 143, as meas- 
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ured by the F.R.B. Index (1947-1949 100) 
reached a peak level of 147 last December. Steel operators 


The index had 


expect to operate at about 80% of capacity to year-end 
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Pictures 


ol Success... 


Beautilul furs — sales incentive 
-achievement awards — gilt 
when it's an occasion. Write 
Furs in the New 3. 


lor catalog 
VICTOR ASSELIN FUR, INC. 


363 SEVENTH AVENUE, NEW YORK 
BRyant 9-8830 


TOP FLIGHT 
MARKETING EXECUTIVE 


Vice 


and marketing 


10 yeat President sales 
Organized sales 
than 300. In 


force of more 


creased sales from 5 million to 
20 million at substantially lowe) 
costs. Recognizes importance of 
team Gperation. Salary based on 


ales potentials and incentives 


Box 3365 


ASSISTANT to SALES MANAGER 
Piano Manufacturer 


Located in Eastern city offering 
the best in cultural, educational and 


recreational advantages 

Immediate opening and assured fu 
ture for young dynam junior execu 
tive with field or retail, sales experi 
cence 

Age 10-40 


ferred (2 yrs. required) 


Submit resume and salary 
ments to Box 3367 Sales Management 


College graduate pre 


require 


SALES MANAGER and Distributor for 
successful juvenile furniture field desires 
position offering greater advancement 
ind opportunity. University graduate of 
1950. Strong on recruiting and training 
of salesmen. Considerable experience in 
sales promotion. Present income low five 
figures. Will relocate. Write Box 3363 


SALES MANAGERS 


Ohio college teacher, Marketing Research, 


will undertake sales analysis, quotas, 


tion at Hiram Walker that led Presi 
Corbit to adopt 
It then appeared that most re 
lac ked the 
But by catering to stores 


Merit 


dent 
1955, 


pre-wraps in 
tailers time to do gift 
wrapping. 
serving the “top of the market 
House continues to thrive. 
It is not unnatural that there should 
be a few repeaters among the dozens 
ot dec anters henley ISSUCS Cat h year. 
Noteworthy this year are the tall 
decanter for Mel 
rose Rare and the diamond cut, taper 
ing bottle for Canadian MacNaugh 
ton. On the other hand 
Import 


thin “CGjourmet”’ 


Ssu¢ h peren 
de anters as 
Marie 


repla ed by 


nial Schenley 
Cherry Heering’s and 


ard ( ordials 


Briz 
have been 
gracious porcelain Caratles, 

A striking new Schenley 
is “The created by the 
firm's own designer, Ernest L. Du 
for Old Charter bourbon. Octa 


gonal in shape, it is decorated by rows 


decanter 


Executive” 
pree 


ol dimples with hob-nail centers, sug 
myriad of Old Charter’ 
clocks. Its heavy red 
velour carton is spangled with multi 


vesting 
gesting a 


promotional 


colored sequins and the brand name 
appears only on a tear-off tab. 

‘The labels, closures, glass and other 
ingredients of some 


packaging nine 


suppliers hang in the balance when a 
shopper debates whether to buy a 
Schenley Champion de- 
canter. Each achieves a combination 
of elegance and flexibility through the 


Reserve or 


insertion of gold, red and white 
Schenley seals in empty lozenges built 
into the bottle. Next year, by sub- 
stituting the Dant seal, the leftover 
glassware can be handed down to 
Schenley’s “Robert Hall operation” 
as Newton Kook, Dant’s president, 
characterizes it. ‘The procedure was 
followed this year with the 1956 Re- 
serve decanter. 
A standout 
simulated gold mosaic design for Ca 
nadian O.F.C. by Enrico Donati. 


Large canisters continue to be used 


Si henley Carton 18 a 


for the musical lantern decanters con- 
taining two of Schenley’s Park & 
‘Tilford lines. 
One element of Schenley Christ- 
mas packaging which has, after three 
years, practically become a trade mark 
on some lines, is a simulated gold 
filagree applied to some of the de 
necks. Although 


from a distance, it appears 


canters’ attractive 
ipon close 
Inspection to be simply a gilt paper 
band with brown spots suggesting a 


pierced design. The End 


SF YOUR GIFT 
“SN sS FROM | 
N JOYNER YOU 
ARE GIVING 
THE FINEST 


~~. ‘ 
Send your order or gift list today. We will 
mail to individual and insert 


your gift cards if desires 


poneene SOVN ER weonoeee- te 
‘GIFT PRICE LIST 


1 JOYNER'S SMOKED 


20 pounds) 


JOYNER'S FULLY-COOKED 


skinless, fatted 
(8 to 12 pounds) 


JOYNER'S BONELESS 
GENUINE 
(7 to 10 pounds) 


(11 to 20 pounds) 


GENUINE AGED orders totaling 


{ SMITHFIELD VIRGINIA HAMS (11 to 200% or more 


GENUINE 
HAMS 
baked and glazed 


AGED SMITHFIELD VIRGINIA 


FULLY-COOKED 


AGED SMITHFIELD HAMS 


SURREY FARM COUNTRY STYLE HAMS 


Prices quoted F.O.B. Smithfield. Delivery charges 
will be prepared and added to invoicing 


JOYNERS 


**Prices for 


> ‘ Sod 
under 200% 


$1.10 per Ib 


$ .83 per Ib 


Genuine Aged Smithfield Virginia 


<2 EER 


FREE RECIPE BOOKLET 


containing famous Smithfield recipes 


potentials, territory revisions, or other D 157 
ept. 1. 
similar projects for small or medium sized pt »é 


Box Smithfield, Va. 


will be shipped with each Joyner ham 


---JOYNER OF SMITHFIELD --- 
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company, for expenses and experience 
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TODAY’S ADVERTISING 
Trends . 


Policies . People 


by Lawrence M. (Mike) Hughes 


Wraps 

Richard Reynolds of Reynolds Metals said to rival 
Kaiser: ‘Henry, why don’t you do more advertising? 
It would help the aluminum industry.” 

K aise) stepping up advertising has introduced Kaiser 
Wrap. In early weeks on ABC-TV its new “Maverick” 
how outrated NBC’s Steve Allen and lately has been 
pressing CBS’ Ed Sullivan. 

Reynolds also has gone ABC-TV, on the Wednesday 
night “Disneyland,” and otherwise is struggling manfully 
to regain its 81% of the aluminum wrap market. 

So many things still might be made of aluminum that 
the three old-time producers (including Alcoa) don't 
eem worried about their seven new competitors. Kaiser 
offers an aluminum amphitheater roof, without pillar 
or post, to bring even a horse track indoors. And Reynolds 
oon may announce (with Canada Dry) the makin’s of 
oda in aluminum cubes: No more bottles. Just mix your 
own powdered soda with branch water. ‘Then season with 


scot h 


Slogans 
last-growing Minnesota Mining & Mfg. Co., St. 
Paul lay get around to a first “corporate” campaign. 
S000) products 


coatings, abrasives, roofing 


material plastics, ete 3\I is hard to pin down. 
Privately, its people say they'd like a slogan ‘“‘as good as 
(;-k's (“Progress is our most important product.” ) 
Progress can cover a lot of territory. 

With so many outfits diversifying (such as 3M) and 
«quiring (‘Vextron), and doing a bit of both (Continental 
Can) somebody hould revive the protession of slogan 
eering. The late G. Herb Palin made $118,000 a year on 
and “Safety 


he irst He reeled 'em off. When | asked him about con 


ception he replied: “Young man 


such gems as “Eventually—Why not now ?” 


$5 vears of learning how 

has made it very easy now.” 
Phere might also be careers for corporate re-namers, 
Continental would like to replace its Sl-year-old Can 
with some word that also embraces packaging in paper, 


vl is and plastic $ 


Hatchings 

Bon Ami Co. went along for 35 years on just one 
pt mduct, and another 35 on just two—cake and liquid. 
Then early this year the chick hatched Jet-Spray Bon 
Ami. Now Glass Gloss glass and silver cleaner, through 
newspaper comic sections and spot IV, is getting set to 
shine things up for Christmas. 

I'armers and farm media should give a medal to Chas. 
Ptizer & Co., with whose help sows now breed five times 


every two years instead of just four, and hens tend to 


100 


their hatching. Pfizer’s Agri. Division (under Jerome 
Thompson, v-p) this year has doubled farm-publication 
expenditures, to $1 million, and is spending $1 million 
more in other media—to promote all its feed additives and 
animal health products. 

While Pfizer does not like to spill actual figures, you 
may guess that the total annual advertising budget of 
this chemical-pharmaceutical house in 10 years has grown 


from about $300,000 to more than $10 million. 


Sharing 

Stock prices should stand still until the end of a 
“Share of America” contest. But Remington Rand at 
least has taken some pains to protect its winners. 

The contest, on why “a Remington shaver is an ideal 
gift,” runs through October and November. First prize 
is one common share of each of the 1,100-odd companies 
listed on the Big Board. The other 54 prizes are shares 
too. 

ach winner may take the cash equivalent. But, in 
the current mercurial “market,” equivalent of what? 

Rem Rand planned, last February, to make the value 
of the prizes the market’s highest level in the October 
November period. Then the P. O. Dept. ruled that this 
looked like lottery. 

So the company decided, last spring, on average Big 
Board prices of one fair day of May. Thus the top 


winner will get $42,000. 


Politics 

I hope to hear soon that I persuaded a friend to 
reduce his advertising. He wanted to spend $130,500 
to get himself elected to Congress next year. The 
amount, | told him, was too much to pay for one $22,500 
job—especially this one. If all 531 electees in the Capitol 
spent as much (assuming they cou/d) they would enrich 
advertising and sales promotion by some $70 million 


and we'd have an Inquiry to end all inquiries. 


Things to Look Into 
What did I hear about a proposed tie-up between 
Schenley Distillers and Botany woolens?... And speaking 
of textiles, how will MacManus, John & Adams (until 
now the sole agency for Dow Chemical) pick an agency 
for Dow’s synthetic fibers, to be introduced next fall ? 
And speaking of beverages, why (after all the dither 
about it) did Puerto Rico’s Government again permit 
Ogilvy, Benson & Mather to portray women enjoying 
their rum? 
And speaking of discretion: My favorite headline, 
couple of years back, was ‘The Second Coming of 
Chrysler.” But the management demurred. 


For 1958, it still looks good. Chrysler has come, 


The Scratch Pad this issue is on page 96 
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Campbell-Ewald, ! presume... 


The gentleman on the right is Don 
Kraatz from Campbell-Ewald. The 
gentlemen on the left are honest-to 
goodness headhunters. After the 
amenities (which can be touchy with 
cannibalistic headhunters) work will 
begin on a TV commercial for one of 
our clients. The place is the deep, 
dark interior of New Guinea 

About the same time this scene is 
.taking place, another CECO man is 
getting an on-the-spot report of a 
red hot auto race in Monza, Italy 
Another is in Madagascar gathering 
facts for a client. While still another 
in Tokyo getting first-hand 


is 


CAMPBELL-EWALD Advertising | 


information for a new advertising 
campaign. By the time this ad is 
published men from Campbell-Ewald 
will have landed on the North Pole, 
crossed Angel Falls in Venezuela, 
and observed the way things are 
done in Rio de Janeiro. All of these 
field trips will have taken 
within a few weeks’ time 

manded the services of 


plac c 
all 


a specialist 


de 


on the scene 

Of trips are the 
extremes, but they do indicate that 
Campbell-Hwald will go to great 
lengths to achieve authentic adver 
tising. Some ads, like this one 


course, these 
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Roberta Peters make hicagoland Music Festival, August 


The Tribune can do almost anything in Chicago 


Phe natural habitat of the golden-throated warbler pecies Coloratura 
the red plush and gilt trimmings of the Met Vol in an 1&-acre footba 


But the Tribune cat ind did bring operatic ongbird Roberta Peter 

famed Gordon MacRae to Soldier Field for the Chi igoland Mu 
massed accordion bands, set batons twirling and made m 

full-tledged members of the S-P.1I B.S.Q.S \. (Society for the Pre 


and Encouragement of Barber Shop Quartet Singing in America 
The Tribune can and did sell $30,000 worth ot home apphance 
retailer Irom a single page idvertisement. And with anot! 

eaned out Henry C. Lytton & Co.’s supply of s ial sock and 
As the re it ol two pages In color, if helped the Squirt Bottling 
than 1000 chain and u depend nt grocery outlets to it Chicago 


Ho Vv comer 


think ing talking 
hicago ome | ‘ he Tribune. Others 
obody’s lukewarm igo and suburbs ome 
ribune, reach as iny Op ne seven top 
ned! Mor imes as man hicagoans 


turn on the a 


Marsha Field & Co ran the equ ile 
Tribune ist vear. Why ot put 
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